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STYLES 
of 


CHARM 


STYLE No. 2809 


Elasticized in black 
suede. Style in sim- 
plicity cf lines and 
fitting qualities par 
excellence 


There is a delightful touch of vibrantly feminine 
charm in each new Tweedies creation for Fall. 
Youthful in design and beautifully finished. 
Tweedies are just simply smart shoes for smart 
merchandisers. Qualitywise, they are unexcelled 
in their price range . .. TWEEDIE FOOTWEAR 
CORPORATION, Jefferson City, Mo. 


FOR YOUR CHOICE CUSTOMERS 
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THIS voluntary cooperation on the 
part of shoe men in the campaign, 
“Barrels of Shoes for War Refu- 
gees,” is one of the most glorious 
indications of how spontaneous the 
spirit of humanity is when the cause 
is right. 

Four weeks ago, we published 
for the first time, a simple state- 
ment that barrels of shoes were 
needed for war refugees and that 
shoe stores the country over might 
cooperate in a very simple plan of 
telling the public that shoes were 
to be collected and forwarded to 

















the needy abroad. We made that 
simple little declaration and fur- 
thermore said: “You will have to 
pay the freight to New York.” The 
response has been wonderful— 
something to tingle the heart—and 
what’s more, it has been spontane- 
ous and a free expression of the 
interest of shoe men in the idea of 
sending worn and new shoes, in 
barrels, to war refugees. 


@NE of the first letters that came 
to hand was from James M. Kemp- 
ner, of Kempner’s, Little Rock, 
Ark, saying: “In response to news- 


paper publicity and our advertise- 
ment on the subject of ‘Barrels of 
Shoes for War Refugees,’ a friend, 
Jack Fine, of Little Rock, called us 
up, saying that he wanted to donate 
1000 pairs of shoes to this cause. 
He had recently purchased a bank- 
rupt stock of shoes and was glad to 
donate 1000 pairs of the lot.” 
. * o- 

THE point that is tremendously in- 
teresting in all of this is the fact 
that there is absolutely no high 
pressure salesmanship urging you 
to join in this campaign. In fact, 
the word “campaign” may be a lit- 
tle too Americanese. We were on 
the point of calling it a “cause” but 
there are so many people carrying 
the torch and “propagandering” 
that it is high time that we went 
back to the simple American Way 


[9] 


of declaring a case or situation for 
co-operation and letting those who 
want to join in do so—or not- 
without any of the elements of self- 
aggradizement, push, urge or super- 
salesmanships. 


. . 7 


EN the same mail came a letter from 
]. S. Gould, of Salem, Mass., who 
responded as follows: “Reading 
about the shoe campaign, I imme- 
diately contacted my local editor to 
make known the nature of the proj- 
ect to the public. I will contact the 
various shoe stores and departments 





and explain the situation to them. 
I am more than eager to do what 
little I can in this grave situation.” 
(The response which followed, in 
the little town of Salem, was unani- 
mous action on the part of the mer- 
chants to collect with speed and care 
as many shoes as possible.) 


@NE day this week the freight 
clerk in our building called us up 
on the telephone and said: “There 





are six immense cases, strapped for 
export, downstairs. What will I do 
with them?” The local expressman 
was on the point of delivering them 
to us rather than to the British War 
Relief Society, Inc., 12 East 58th 
Street, New York City. The cases 
were rerouted instanter and our one 
regret is that no one took the record 
of where these cases came from— 


because they were new shoes out of 
a shoe factory, ready to sail the seas 
and be available to war refugees in 
September. 


* * aa 


Barrels of Shoes for War Refugees is 
a free and voluntary service through 
shoe stores in America, and each par- 
ticipant is expected to pay freight to 
New York. There are no funds for any 
expenses. 

You Pay Freight Rates to New York, 
N. Y¥. (less carload lots—store door 
delivery) 

Rates in Cents 
per 100 lbs. 
Ist 2nd 
Class Cliss 
(New (Old 
From Shoes) 
San Francisco, Calif... . 
Denver. Colo. 385 
Fort Worth, Tex. ..... 3 
New Orleans, La. 
Atlanta, Ga. 
Miami, Fla. 
Kansas City, Mo. 
St. Louis, Mo. 
Minneapolis, Minn. ... 
Cleveland, Ohio 
Buffalo, N. Y. 
Seattle, Wash. 
Nashville, Tenn. 
Philadelphia, Pa. 
Washington, D. 
Boston, Mass. 
Springfield, Mass. 
Portland, Me. 
Los Angeles, Calif... 
Chicago, 1. 
Pittsburgh, Pa 
* 


WE are picking at random from 


some of the letters that have come 


to us: 
* * *# 


Hi. J. TIMMERMAN of T. & M. 
Bootery, Waterloo, Iowa: “We have 
quite a number of pair of women’s 
shoes that have become obsolete 
and unsalable. We usually give 
them to some charitable organiza- 
tion or let some job lot buyer have 
them. We would be glad to see 
some one get some good out of 
these shoes. We understand that we 
are to pay the freight to New York.” 


J. MORGAN COOK of Fortmil- 
ler’s, Ashland, Ore.: “Please count 
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—From Muskogee, Oklahoma, 
Henry L. Likes sends me this letter: 

— "Referring to your article pub- 
lished in the Boot and Shoe Re- 
corder, July, 20, 1940, Vol. 
CXVII, No. 21, on page 12; the 
last paragraph reads as follows: 
‘And sixty million voters won't be 
wrong!’ 

a are right they won't be 
wrong. They weren't wrong in '36 
or in ‘32 nor will they be wrong in 
‘40." 

—Here's the answer: 

—"This in reply to your good note 
written to me under date of July 
22. 

—"l assume from your letter that 
Henry L. ‘Likes’ Roosevelt. 

—"Voltaire, the great philosopher, 
once said: ‘I disagree heartily with 
what you say, but I'll defend to the 
death your right to say it.’ 

—"Both you and | are Americans 
and | know that we have utmost 
respect for one another's opinions, 
even though these opinions repre- 
sent opposite political faiths. So, 
no harm done, and let's do our 
share to keep both campaigns as 
clean as we can during the hectic 
weeks to come. 

—"My kindest regards to you, Sir." 


FU Te 


See _ 


President 





on us to do all we can to cooperate 
in the collection of barrels of shoes 
for war refugees.” 
E. 0. EDSON, manager of Krae- 
mer’s Shoe Store, Perry, Okla.: 
“We are starting tomorrow to col- 
lect worn shoes for your commit- 
tee.” 

WB. D. JACOBS of Jacobs Foot 
Comfort, Richland Center, Wis.: 
“We have one barrel of new shoes 
already collected and would like to 
know whether we should ship it or 
wait until more are collected.” 


BOHN H. WILSON of Wilson’s 
Shoe Store, St. Louis, Mo.: “We 
are placing a barrel in our store to 
help in your good effort to procure 
usable shoes for the refugees. We 
think that this is a great work. 
“What would you think of the 
following plan: We would place the 
barrel in the window, additional 


Qi, ot OUEK.SY A NEw Pai 2 
@ 








barrels as the collection would war- 
rant. Then advertise that our store 
had been designated as a ‘Collection 
Depot’ for shoes for the war refu- 
gees, asking the public to bring 
such shoes to us. To encourage this 
effort and to make more certain 
that shoes brought in would be usu- 
able and in good condition, we 
would advertise that we would allow 
on a new pair, a certain amount for 
each pair left for the barrel.” 

(The idea is a good one and has 
worked out before in domestic and 
local charity drives. Remember, the 
one objective is the shipment of 
serviceable shoes to war refugees 
who have a Winter to face, with the 
possibilities of starvation, cold, sick- 
ness and death. It is true that we 
can do very little but even the ship- 
ment of shoes is not without its 
humanitarian helpfulness.) 


* 7 * 


GRANVILLE BEALE of Beale’s, 
Falmouth, Mass.: “It is with plea- 
sure that I am able to inform you 
that my first barrel is already half 
full. I think this is a wonderful 
project which will not only help the 
war refugees, who are in a great 
need for footwear but will be a fine 
thing for the shoe industry as a 


whole.” 
7” * * 


A. FEIN of Brooklyn, New York: 
“I want to help to fill a barrel of 
shoes for war refugees.” 

@SCAR COVINGTON of Mont- 
gomery, Ala.: “We feel that we can 
give a very good account of our- 
selves down here and will make 
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every effort to enlist the help of the 
other shoe stores in Montgomery.” 


HEERE is a letter, addressed to 
Everit B. Terhune, that establishes 
the authenticity of the campaign 
“Barrels of Shoes for War Refu- 
gees” and indicates that the shoes 
are being shipped and distributed 
through British channels: 

“On behalf of The British War 
Relief Society, I tender our sin- 
cere thanks for your wonderful co- 
operation, not only in giving us 
such splendid publicity in your 
Journal, but also in sponsoring a 
movement which may result in 
securing a very large number of 
shoes for relief purposes in Brit- 
ain.” (Signed) A. B. Grant for 
the Committee of the British War 
Relief Society, Inc. 

a * ie 


eV OE BURG of Burg Shoe Store, 
Mitchell, South Dakota: “We have 
our barrel, painted red, white and 
blue, sitting next to the front door 





and we have gotten some publicity 
from our local newspaper. So far, 
we are the first store in our town 
to have a ‘barrel.’ ” 


* * * 


LOUIS SILK of Louis Silk Shoe 
Store, Pittsburgh, Pa.: “I am more 
than happy to cooperate in collect- 
ing barrels of shoes for the needy 
refugees of Europe and my son, 
William Silk, who is a traveling 
shoe man will suggest the idea to 
the retailers in his territory.” 


* * * 


J. F. OECHSNER of Wohl Shoe 
Company, St. Louis, Mo.: “We are 
interested in your movement for 
‘Barrels of Shoes for War Refugees.’ 


Will you please send us some addi- 
tional information as to the kind of 
shoes you would like and where to 
send them.” 
* te ae 

E. BRITTAIN of John Carroll & 
Co., Asheville, N. C.: “We are think- 
ing of cooperating with the move- 
ment ‘Barrels of Shoes for War 
Refugees,” as suggested in the 
August 10th issue of the Boot anp 
SHOE RECORDER.” 


* ” * 


THERE are more and more of 
these letters but this gives you a 
flavor of the response of merchants 
here, there and everywhere. As we 
said before—you can do it or not— 
just as you please. You can use 
your own judgment as to what is 
wearable, usable, serviceable and 
worth shipping abroad. Destroy the 
rest. You can clean out all the old 
shoes in your community and throw 
in a few new ones. This is one 
time when it is entirely up to you! 


AND YOU PAY THE FREIGHT! 











ARTHUR ADLER of Adler Shoes, 
says: 

“That rhapsody on the Boot anp 
SuHoe Recorper’s new office made 
a hit with me because our offices 
are in the Chanin Building—just 
a few doors up the same street, 
practically next door neighbor to 
the Pershing Square Building, 
where the RecoRDER 
breathes. 


lives and 


“We too look out the window for 
its changing current of style in 
clothes and footwear. Once we had 
the idea that the Broadway sector 
was of styling significance but now 
we are more and more convinced 
that busy business people who travel 
to and fro, through the Grand Cen- 
tral, have a preference for style and 
color that is more typical of the 
new broad American feeling for 
good things, in good taste. 

“We enjoyed reading the Re- 
CORDER’S birds-eye view of the fast 


tempo of New York City’s terminals. 























"She said she wore a size 3'/2A and who am | to doubt her?" 
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TOWN SHOES 


BDURING the past two months Boor anp SHOE Re- 
CORDER has presented two men’s shoe style features 
(July 6 and Aug. 3) based on the new Fall footwear 
keynoted for active promotion for National Men’s Shoe 
4 Ma* a BS Week, Sept. 14-21. 
Pe gm? In the first we showed shoes for college and country 
Is wear; in the second, a representative group of men’s 
styles for town wear in the heavy or brogue patterns. 
In this, the third of the series, we show a group of shoes 
for town wear that trend to the more conservative in 
Timely Selection of Brogues styling. Note that we say “more” conservative for there 
is little real out and out conservatism in men’s shoes 
for this coming season. 

Much attention has been given to custom details in 
this classification but of a more modified nature than 
the heavier shoes. Pinkings, perforations and stitching 
are heavy but more subdued than heretofore. Soles are 


and Custom Effects for Promotion 
During National Men’s Shoe Week. 
September 14-21 


Above: Brogues with a decided custom flavor, customized 

even though some carry heavy double soles. Shoes illus- 

trated: Left to Right—from: French, Shriner & Urner 

“ Mfg. Co.; Roblee Division, Brown Shoe Company; M. 

by RAYMOND GOODRIDGE A. Packard Co.; a Walk Over Shoe from Geo. E. Keith 
Co.; and Nunn-Bush Shoe Company. 
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on the CUSTOM Side. 


Above: Broader toes in brogues contrast with slimmer, 
squarer-looking foreparts on more conservative custom- 
ized types. Leathers for the brogue family include the 
complete range from smooth calfskin to Norwegian, and 
similarly boarded leathers. Antiquing is effective on all 
types. Shoe illustrated—left to right—from: Charles A. 
Eaton Co.; Edwin Clapp & Son, Inc.; The Florsheim 
Shoe Co.; Johnsonian Division of Endicott-Johnson 
Corp.; and J. P. Smith Shoe Co. 


heavy. With new construction methods allowing 
full flexibility, the thinner and single soles are no 
longer of such paramount importance, for the man 
who preferred these shoes for their comfort features 
can have this with the added feature of another 
thickness of leather underfoot. 

Upper leathers show a trend to the more con- 
servative as well in this town group. Smooth and 
boarded leathers and the lighter grains, such as 
the Norwegian, dominate this field. Antiquing is 
of course very important and, following the trend 
this Fall, in the darker shades. 

Toes are broader and along this line the Blucher 
patterns are increasingly important in this season’s 
picture. 

It has been noted that there has been a gradual 

[TURN TO PAGE 28, PLEASE] 


Left: Florsheim uses the perennial favorite 
black waxed calf in this wing tipped custom 
brogue. The House of Crosby Square demon- 
strates an interesting crimped vamp treatment 
in combination with a cross stitched tip in 
this rather square toed black calf oxford. 














MORE TYPES 
For National Men’s Shoe Week Promotion 


Above: A group of brogu: 
patterns illustrating th 
range from the broad tos 
through the medium to the 
pointed custom type. Me 
dium toes are effective on 
circular seam, so-called En 
glish types. More pointed 
toes lend themselves effec 
tively to the simpler brogu« 
and blucher. Shoes illus 
trated—left to right—from 
Freeman Shoe Corp.: « 
Bostonian shoe from Com 
monwealth Shoe & Leather 
Co.; Heywood Boot and 
Shoe Co.; and E. T. Wright 
& Co., Inc. 


Left: A contrast in grained 
and smooth leathers shou 
ing the versatility of the 
brogue. Shoes illustrated 

left to right—from: E. T 
Wright & Co., Inc.; J. P 
Smith Shoe Co.; Nunn-Bush 
Shoe Company; and a neu 
all-over use of shark leather 
by the Winthrop Shoe Com 

pany. 
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Use of Chart and Photography as Aid in Ac- 
counting and Selling Proves Effective Method 
of Revealing Stock on Hand and Stock Move- 
ment in the Stendal Shoe Store, Minneapolis 


C. M. Stendal checks over his chart which is hung 
at the rear of his office and concealed when not 
in use by pull-down shade. 


eneeee 
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Visualize Your Stoek 
BY A PERPETUAL INVENTORY SYSTEM 


HS your perpetual inventory system reaily effective? 
Does it do all it should do in presenting you with a 
day-to-day picture of stock movement? 
Does it accomplish its purpose instantaneously and 
without trouble to you? 


Clipped on the order sheets and filed, these photo- 

graphs with a descriptive card giving the facts on 

each style effectively tell the style story of cur- 
rent stock. 


If your answer to all these questions is “no,” you'll 
be interested in the visual “chart room” type of per- 
petual inventory employed by C. M. Stendal, long-estab- 
lished Minneapolis shoe merchant. 

Remarkably effective because it takes perpetual inven- 
tory-keeping out of the realm of tedious accounting 
practice and, instead, dramatizes it into a fascinating 
game, the “chart room” method did not originate with 
Mr. Stendal. He adapted it from a similar method in 
use by a Los Angeles store, as reported in the O. P. I. 
department of a recent issue of Boot AND SHOE 
RECORDER. 

Briefly described, as adapted by Mr. Stendal, the 
“chart room” consists of a series of ruled pages and 
colored pins mounted on the walls of his office. Shades, 
the same color as the walls, have been rigged up over 
the charts, rendering them inconspicuous when business 
visitors and sales people come to call on him. It is only 
when the shades are snapped up that Mr. Stendal’s 


“ 


ostensible office becomes his “chart room” revealing at 
a glance the day-to-day movement and quantity on hand 
of every style in stock. The “sleepers” and the “win- 
ners” are immediately apparent, as well as the style 
number, make, pattern name, description, coded cost, 
and selling price of each style. 

Twenty-five squares for showing stock movement are 
ruled off beside each style. A red pin moved into the 
first square shows that one pair of this style has been 
sold since the beginning of the season. Moved into 
the second square, it shows that two have been sold, and 
so on up to twenty-five pairs. For the twenty-sixth pair 

[TURN TO PAGE 28, PLEASE |] 











NATIONAL 


MEN'S SHOE WEEK 


A Man 
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PUT MEN’S SHOES in the 


SUCCESSFUL campaigns are not accidental. Suc- 
cessful promotions don’t just happen. Before the voters 
go to the polls on Nov. 5, thousands of people will have 
put in millions of hours of hard work and a great deal 
of money and thought will have been expended to sway 
the public interest to one candidate or another. Can you 
imagine what a presidential election would be like if 
no attempt were made to build up interest? The same 
thing is true of a sales campaign, such as National Men’s 
Shoe Week. THERE MUST BE INTEREST BEFORE 
THERE CAN BE ACTION. 

Before there can be interest there must be something 
to cause interest. The public (men in particular) must 
be shown the new shoes in a manner that will compel 
their interest and attention. The men’s shoe business 
can never be built up through casual, careless methods. 
It requires a continual drive, with all interested in the 
men’s shoe industry cooperating. The men’s shoe in- 
dustry has been slow in doing an effective promotion 
job, yet we all know how style interest among men has 
increased in the past few years. National Men’s Shoe 
Week is a cooperative promotion to increase and extend 
that interest—to educate more men to the smartness and 
satisfaction of owning and wearing the right shoes at 
the right time with the right clothes. That’s what built 
up the women’s shoe business; it’s the only thing that 
will build up the men’s shoe business. 

With all cooperating, a swell job can be done. Failure 


to cooperate simply means slowing down the efforts of 


those who want to see the business grow. One of the 
biggest factors in the National Men’s Shoe Week cam- 
paign is local newspaper advertising sponsored by local 
merchants. The strongest endorsement that any product 
can receive is the combined endorsement of the reputable 
local merchants who are known and honored in their 
communities—witness the developments brought about 
by various consumer problems, and the earnest efforts 
of many industries to increase the understanding and 
boosting of their products by merchants, and their 
salespeople. National magazine advertising is a great 
and fine help in selling a national idea—but infinitely 
greater is the power of the retailers in every community 
united to help the men of the community to a fuller 
appreciation of good shoes, through promotion tuned 
to local needs and conditions, acquaintance and under- 
standing. 


LET all of us, then, who are interested in the growth 
and development of the men’s shoe industry, unite in 
backing up the retailers—our front line—in their drive 
for more business during National Men’s Shoe Week. 
Good newspaper publicity will combine advertising, 
style editorials and (if possible) news stories. May we 
repeat the suggestion, so often given, that where news 
stories are desired, situations be developed that are 
news, remembering that the editor is daily importuned 
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Suggestions for Effective Use of Newspaper 


Pablicity to 


Create Interest in Men's Shoes, 


and te Make 


National Men's Shoe Week a Profitable Cooperative Promotion 


by many people who desire free publicity for some 
proposition of other. You can arrange for a shoe style 
talk and demonstration to be given at local club lunches 
(with a reporter present). You can start a “best dressed 
man” campaign before National Men’s Shoe Week and 
have the leaders in the contest select their typical Fall 
shoe wardrobes from a collection of shoes from all 


NEWS . 


participating stores. You can work the same idea of 
selection without the contest, by calling on well-known 
local men to cooperate. 

Style stories will be welcomed by the fashion editor. 
In smaller towns it may be well to turn them in in 
finished form to save work for the small staff of the 
paper. Grouping advertising together in one section or 
page permits a good combination of individual store 
ads and style editorials. Some years ago New Orleans 
merchants did oné of the first of very dramatic page 
ad layouts—that time to sell women’s blue shoes. They 
had two-column pictures of representative blue shoes 
from various stores with brief descriptive copy under 
each, and a streamer headline, “Blue Shoes Outstanding 
for Spring.” The idea is a dandy to feature a series 
of highlights in men’s shoe styles. 


At least two of the large newspaper mat services has 
provided illustrations and suggestions for National 
Men’s Shoe Week to all their users, so you should find 
it easy to get feature illustrations to use for your indi- 
vidual and cooperative ads. And here are two style 


editorials: 


Men’s Fall Shees De Things Up Brown 


When you take a look at the new Fall shoes, we'll 
wager you'll get a kick out of the way they’ve handled 
colors—at least that’s one thing that particularly im- 


pressed your reporter as he went about the stores on 
his Fall pre-vue tour. They haven’t missed a trick. 
Not only have they selected colors that are perfect with 
new suitings, overcoatings and accessories, but they 
have even provided special shades for the man who 
likes his shoes antiqued, and others for the man who 
prefers to take his straight. 


by R. E. ANDRUSS 


For the antiquing enthusiasts (and they tell me it’s 
a big thing for this season) there’s American tan, a 
[TURN TO PAGE 29, PLEASE] 
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MEN’S NEW FALL SHOES ON PARADE 
SMARTEST STYLES AT LOCAL STORES 


MEN, AND WOMEN TOO WHO LIKE TO SEE MEN FOLKS | 
WELL DRESSED, ARE INVITED TO SEE BIG SHOWINGS | 
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™ BROGUES IN DARKER 
BROWNS FOR FALL 
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A newspaper-size page can be laid out in this manner, 
with ads from local stores surrounding copy on men’s 
shoe styles jor Fall. 
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9 LABOR DAY. Today's 

holiday marks the turn of 
the season. Enjoy yourself to- 
day for ahead of you stretch 
the busy weeks of the Fall and 
holiday season, with no more 
holidays until late in November. 
Be ready to concentrate all 
your energies on Fall selling 
right after Labor Day. 


5 IT is time to get your Fall 

styles announcement in the 
mails. No doubt it is already 
prepared so that it can go out 
this week. This is an important 
mailing. Be sure it goes to your 
entire customer list. It will be 
more effective if it is accom- 
panied by a good selling let- 
ter. 


9 PERHAPS your window 
displays do not need a 

plete change today but 
they should certainly have some 
rearrangement so that they will 
look different to passersby. And 
if any new styles have arrived 
during the past week they 
should have a feature showing 
with “talking” display cards 
telling about them. 





12 IS your Fall line of house 

slippers in stock? Then 
why not get it out on a table, 
near the front of the store, and 
put it to work? There's a lot of 
day to day business to be had 
on this line, which many stores 
overlook. There is no need to 
wait until holiday season to 
start pushing this line. 


































The 


4 ARE your Fall window 
backgrounds and interior 
trims in place? If not, they 
should be installed at once for 
the Fall selling season is here. 
Your window displays should be 
featuring the new Fall footwear 
and Fall hosiery with the most 
attractive settings that you or 
your display expert can de- 
vise. 


6 YOUR Friday newspaper 

ads for Saturday selling 
are an important part of your 
Fall campaign. Will they look 
just like the other fellow's ad, or 
will they be distinctive and rep- 
resentative of your store, so 
that they will be recognized im- 
mediately as YOUR Ads? Use 
plenty of space. 


1 BE sure that any unde- 

liverable Fall announce- 
ments that the post office re- 
turns to you are checked 
against your mailing list so that 
you will not waste postage 
again. Of course you are add- 
ing to your mailing list the 
names of all new customers. 
National Men's Shoe Week 
starts September 14. Perfect 
your plans. 


13 ARE you all set for No- 
tional Men's Shoe Week, 
beginning tomorrow? Put in a 
strong men's shoe window to- 
night. Why don't you feature 
in vour window today "13 Spe- 
cials for Friday the 13th", or a 
group of specials with prices 
ending in 137 Little feature 
stunts of this sort attract atten- 
tion and bring extra business. 


Retail Shoe Store 
CALENDAR 


For SEPTEMBER 


4 THE day to meke your 

weekly check of stock, and 
an important job it is during 
the big selling season. Impor- 
tant because the use you make 
of the information your check 
provides determines whether 
you have costly “outs” on fast- 
selling numbers and prevents 
the accumulation of overstocks 
of slow selling numbers. 


7 BE sure you are ready for 

a busy Saturday, with 
your stock in tiptop shape, and 
with plenty of selling help to 
take care of trade. And of 
course you have your own work 
planned so that you can spend 
your entire day on the floor 
and devote all your own time 
to selling. 


11 THE first order of busi- 

ness today is the check 
of stocks. The next thing is a 
study of the figures to see what 
is happening. Which numbers 
are selling best? Which price 
lines are meeting with the most 
favor? Which hosiery colors 
seem to be most popular? Are 
you low on any sizes? 


1 NATIONAL Men's Shoe 

Week starts today. 
Make sure that all salespeople 
are thoroughly posted on style 
information, as well as on your 
stock, which numbers have the 
best mark-up, which colors are 
most in demand, etc. In other 
words insist that they be 
SALESpeople, not mere clerks. 








September Starts the Fall Selling Season, and Mer- 


chants Should Plan Constructively to Promote New 


Styles through Windows, Newspaper Advertising and 
Direct Mail—Men’s Stores to Play Up National Men’s 
Shoe Week, September 14-21, as Season’s Spectacular 


Opener to Stimulate Fall Selling of Men’s Footwear 


16 IF you operate a wom- 

en's shoe store, today is 
a good day for a complete 
change of window displays. 
Give the feature spots to lines 
that have been more or less in 
the background to date. And 
be sure that you change all of 
your displey cards; nothing 
livens a window more than fresh 
cards. 


9 TODAY'S newspaper 

ads should be big and 
attractive. This is the heart of 
the selling season, and that's 
the time to advertise! Do not 
try to make your ad an inven- 
tory of your Fall line, select a 
few qood numbers and build an 
ad that does a real job of sell- 
ing them. 


9 5 SPEND plenty of time on 

the results of today's 
check of stocks. It is your stock 
control system — the same 
method all the chains use to 
prevent “outs,” overstocks and 
the repetition of mistakes. It 
is your surest route to a faster 
turn and a better net profit for 
the year. 


30 CHANGE all windows 
today, putting in attrac- 
tive style displays. Take time, 
too, to go over your selling 
plans for the new month that 
begins tomorrow. Review last 
year's record. Check over the 
advertising budget. Make sure 
the window schedule is care- 
fully worked out for the month 
with each line represented. 


17 THE first month of your 
Fall selling season is 
more than half gone. Has it 
been satisfactory? If not, why 
not? Don't be «satisfied with 
the excuse that “business is 
bad." Ask yourself, “What 
could | have done that | did 
not do to make it good?” 
Others are enjoying good sales 
because they're going after 
them. 


91 THESE busy Saturdays 

are the days to put em- 
phasis on “suggested sales.” 
Instruct every sales person that 
today your best number in 
women's silk hose is to be 
brought to the attention of 
every customer. Keep a rec- 
ord of such sales by each em- 
ployee and post it, or offer a 
prize. 


96 DO not neglect the little 
lines that contribute to 
your year's business. The net 
profit on such sub-lines as hunt- 
ing boots, rubbers, galoshes, 
party slippers and shoe find- 
ings is no small sum. Do you 
watch these lines carefully, and 
keep selling pressure behind 
them? It will pay you. 


18 YOU are far enough 

along into your selling 
season now, so that your weekly 
check of stocks today should 
give you a fairly good line on 
which numbers (if any) are 
slow sellers. Make a list of these 
numbers and give it to all sales- 
people. Put on a drive to clear 
such numbers. 


9 NOW is the time for a 

follow-up drive on chil- 
dren's school shoes. Many par- 
ents who put off buying at 
school opening time are now 
discovering that the old shoes 
won't last much longer. Start 
things off with an attention- 
getting window display when 
you change your windows this 
week. 


9 WHY not make Chil- 

dren's School Footwear 
the feature of your ad in to- 
night's paper for Saturday sell- 
inq? This will make an excellent 
follow-up on your window dis- 
play and your mailing. This is 
a line that always responds well 
to promotion. Give some space 
in the ad to women's styles, too. 


1 THREE more days be- 

fore National Men's 
Shoe Week ends. How are your 
sales on men's Fall footwear? 
Perhaps more attention to 
men's shoes is needed right 
through the season. Why not 
plan an interesting folder and 
a strong selling letter? Empho- 
size the need for heavier foot- 
wear for Fall and Winter wear. 


94 A GOOD mailing on 

children's school shoes 
will make an excellent follow-up 
on your window display. Expe- 
rience shows that a good letter 
is as effective for the shoe mer- 
chant as anything. But make it 
a GOOD letter. You have a 
good line — SAY SO — just as 
though you were talking to a 
customer! 


98 WHY not give free bal- 
loons to children who 
come to the store with their 
parents today? These are in- 
expensive and they are good 
advertising. A sure way to hold 
the family business is to make 
friends of all the children. Sug- 
gest house slippers to all shoe 
customers today. 
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IT is logical, at the end of a season, to make a few notes 
to carry over to the beginning of the comparable season 
in the year 1941. Here we stand, at the end of Summer 
of 1940, with one phrase on everyone’s lips—PLAY- 
SHOES. 

The pessimist says: “Goodbye Summer, goodbye for- 
ever, there is no more regular shoe interest in Summer.” 
Such an individual fears for the future of his regular 
stock, sold in the regular way, to regular customers. He 
sees the possibilities of soft Summer slacks, casuals and 
playtime foot coverings taking the place of traditional 
shoes. He feels that outside of whites and some regular 
shoes, the Summer of 1941, which is not even as yet a 
gleam in the designer’s eye, will be over-the-counter 
rather than over the fitting stool. 

There may be reason for such forebodings; when you 
see women travel on trains, in slacks, it is one step 
further along the road started by beach and sportswear. 
So, the mad musings of one merchant that he would see 
“slacks worn on Fifth Avenue the Summer of 1941” are 
token of the tremors that shiver a most substantial in- 
dustry at the very expression of the words “play-shoes.” 

Even the slipper man finds that his slippers, in their 
home and boudoir elegance, have a rowdy competitor 
in these playful play-shoes. For be it known, from Park 
Avenue to Wilshire Boulevard, El Paso to Calais, Maine 


—these same Summer play shoes are being worn in the . 


house and in the yard, every month in the year, for 
many a woman cleaning house in the morning has found 
her trousered slacks much more livable and workable 
than her house dresses—and more attractive to boot. 
This economic two-timing of style, as we have noted, is 
raising havoc with orthodox thinking about the shoe 
business. 

So much for that. Shoe men are carried away with 
their own enthusiasms as well as fears. It’s pretty soft 
selling an over-the-counter item at a Play-Shoe Bar, 
where the customer needs not sit but can sort, sift, select 
and try the play shoe on in a one-legged pose. You may 
have seen it yourself—how they put them on—caring 
neither for size nor width but—“Is it New? Is it 
Colorful?” 

But don’t let’s get carried away with our fashion 
fancies at the finale of a foolish season. This play stuff 
is freedom’s fancy—but not for long. Factories have 
been making these soft and sloppy things with such 
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OUTLOOIMN 


Over the Counter—Is Out! 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


speed that one would almost raise the query: “Do you 
think they have forgotten how to make a standard ox- 
ford?” For, if the truth were known, there is many a 
factory that is a wow with a weird design, a hank of 
cloth, a paste pot and a paint brush—and that thinks 
it is a shoe factory—but would be hard-pressed to build 
a regular five-eyelet oxford, including the tongue. In 
one plant, in utter amazement, the visitor exclaimed: 
“By gad, here’s a skin of genuine leather! How did that 
ever get here?” 

Which leads us to the priceless little cartoon that ap- 
peared in the New Yorker—of a salesman in a lumber 
yard showing a customer a wood board from an im- 
mense pile and saying: “Furthermore, it can be nailed, 
bored, cut or sawed—just like a plastic.” 

This fancy for flimsy footwear, conceived in a mad- 
house and worn on the beach, the club terrace and pre- 
dictably in 1941—on the street, isn’t limited to women’s 
wear; but man has gone ga-ga over the same kind of 
stuff. He certainly looks like a Bedouin of the beaches, 
all dressed up in his pseudo-pajamas and usually in the 
most attrocious mustard and green colors.) Without 
socks he is wearing his play sandals or woven wonders 
and “whatchamacallems,” all over God’s green fashion 
pasture. 

We’re not saying it won't come in 194] but we would 
hate like the dickens to be responsible for cleaning up 
the mess of left-overs sure to be—if the end of this sea- 
son’s styling thought carries over into the Summer of 
1941. 

Fancies in footwear may have a place but shoe stores 
have a responsibility to feet and health and posture and 
the happiness of not only customers but shoe workers 
and factory and supply people. What’s wrong with 
styling leather for Summer casuals—it too has its 
possibilities. 

What we need in the shoe business is to be more shoe 
conscious and less NEW conscious. There is a place and 
a purpose for a good shoe, in a good size and in a good 
fit-—-because such things live. The over-the-counter 
business is fine for the variety store, but if you live by 
shoes, you owe it to yourself to design, encourage, select 
and recommend shoes that are SHOES. 
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A GLANCE 
TELLS THE DIFFERENCE 


IN FRUIT /, _ BUT SELECTING SOLE LEATHER 
1S BY NO MEANS AS EASY. 


Can you tell by looking at sole leather whether it was tanned in 
four weeks or four months? Tanning time is something to be 
reckoned with. Because of this, if for no other reason, it is vitally 
important that you choose wisely. To be exacting in respect to 
quality is to have an asset, not a potential liability. 


KISTLER “BENCH BRAND” SOLE LEATHER 


is “Tops” for men’s shoes. Months pass before this sole leather is 
placed on the market. We don’t believe in haste. We give tanning 
liquors time to work gradually, thoroughly, so that for every iron 
of thickness we can assure you of firm, close-grain, moisture- 
resisting, even-wearing sole leather. Frankly, greater value can- 
not be had at any price. 


gather \ Fompini/ 


FOUNDED - 18640 


‘BOSTON -MASS: 


WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN, 1012 NORTH THIRD STREET, MILWAUKEE. WISCONSIN 
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CONFIDENCE. 





HARRY S. GORDON 


HEAVING faith in his firm, his product and himself, 
should be the first requirement of every employee in any 
kind of business. Confidence and enthusiasm on the 
part of the executive create confidence and enthusiasm 
in the minds and hearts of those associated with us in 
our business. To Harry S. Gordon, of the Potter Shoe 
Company, Cincinnati, the above are essentials to success 
for the employee as well as the executive whose cheer- 
fulness, optimism, and confidence should radiate to those 
about him and cause them to react correspondingly. 

Mr. Gordon has been affiliated with Potter’s since 
1907, when he was employed in the basement depart- 
ment. In 1919 he became manager and buyer for the 
children’s department and in this capacity he likely 
holds the record as far as length of service is concerned. 
Many adult customers who come to Potter’s for their 
footwear say they (or their parents) began buying 
their shoes at this reliable store after receiving a “baby 
card” entitling the parents to a free pair of shoes for 
the new baby. This “give-away” baby shoe was an idea 
put into operation years ago by Mr. Gordon. From this 
early contact, the “baby” became a life-long friend of 
the firm and thinks only of Potter’s for his or her shoe 
needs. 

Potter’s maintain a branch store specializing in chil- 
dren’s shoes in one of the better suburban sections. 
Customers with small children find the branch store a 
great convenience for obvious reasons. Parking facili- 
ties are always better in the outlying business districts 
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ENTHUSIASM 
And The 
RIGHT 
Merchandise 


These Three Essentials Promote Success 
for a Shoe Department Manager, in the 
Judgment of Harry 8. Gordon, of Potter 
Shoe Company, Whose Thirty-Three 
Years of Successful Retailing Afford 
Tangible Proof of the Soundness of His 


Theories 


by P. EDWARD JACOBS 


than in the congested downtown area, and there is a 
shorter distance for the small children to walk or to be 
carried by parents. 

Potter’s, however, outfits all of the other members of 
the family as well as the youngsters. Mr. Gordon’s divi- 
sion cooperates as far as possible with the other depart- 
ments. Cheap merchandise is not found on the Potter 
shelves, and, in his many years in the retail shoe busi- 
ness, Mr. Gordon has learned that fullgrain elk leathers 
wear best, that it is better to carry fewer styles but a 
full run of sizes, lengths, and widths, and that it is advis- 
able to handle also a corrective shoe. Traveling shoe 
salesmen are always treated courteously by Mr. Gordon 
because particularly interesting merchandise has been 
brought to his attention by looking over the lines offered 
him for his observation either in the Potter store or in 


a hotel sample room. 


BDURING my interview with Mr. Gordon, he said much 
that was complimentary to the Green Shoe Manufactur- 
ing Company, whose line is featured in his department. 
Their shoes are dependable and their deliveries prompt. 
regardless of whether the order is large or small, both 
factors he regards of prime importance. 

The right mental attitude, ingenuity and right mer- 
chandise all point to successful shoe retailing, in the 
judgment of this keen department executive, who has 
demonstrated the truth of his opinion by his own experi- 
ence. 








= 





BOOT ano SHOE RECORDER, August 31, 1°40 


YOU CAN 


ug 
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Youn be seeing a lot of Fall and Spring shoes 
fitted with Presto-Grip Heels. Shoe Manufacturers 
have adopted them because Presto-Grips step-up 
the style and appearance of any good shoe. The 
genuine merit of Presto-Grip’s, non-slip, air- 
cushion features definitely increases the saleability 
of any shoe. So when you show a shoe fitted with a 
Presto-Grip Heel, ta/k about the heel. Demonstrate 
the air-cushion feature by flexing the large white 
button with your thumb. Demonstrate its grip- 
ping action by trying to slide the heel over a glass 
or other smooth, slippery surface. No other rubber 
heel gives you so much to talk about—nor so 
much real help in selling more shoes. 


Presto-Grip 


NON-SLIP — AIR-CUSHIONED 


HEELS 4, CUPPLES 


CUPPLES COMPANY... 


MORE SHOES 





4 FEATURES 


You Can Show 
and Talk About 


- NON-SLIP SAFETY 
Specially or, neg white 
rubber non-skid button... grips 
and holds. Adds a measure of 
safety that all men want. 


- AIR-CUSHION COMFORT 
Button flexes with each step-- 
absorbs shocks and jars. Pro- 


vides comfort found in no other 
heel. 


- SMART, TWO-COLOR RIBBED 
DESIGN 


- FINER QUALITY — LONGER 
WEARING 
Long, level wear, keeps up ap- 
pearance of entire shoe. Will 
not spread. 











ST.LOUIS 
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A Boot and Shoe Recorder Department 
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“Cut Deadwood from Your 
Mailing Lists” 

Grey Matter the news bulletin of 
The Grey Advertising Agency gives 
the following sage advice on mailing 
lists, “Each year most mailing lists 
have changes involving 10% to 20% 
of names. That is true of almost all 
lists . . . consumers, retailers, whole- 
salers, retailers and wholesalesmen, 
etc. Yet most mailing lists are sel- 
dom overhauled—even fewer are kept 
up-to-date by systematic daily or 
weekly corrections. How many mail- 
ing lists do you have? How are they 
kept up to the moment?” Grey Mat- 
ter continues by stressing the fact 
that many classes of people have fre- 
quent changes of address and there 
are frequent examples of mail ad- 
dressed to someone who has changed 
their address three or four years ago. 
“This is not only waste—it is a source 
of annoyance to those who get incor- 
rectly addressed mail.” 


* + * 


First Signs of Autumn 


There is a flock of ducks, in V 
formation, flying across one of the 
windows of the Ansonia Shoe Store, 
34th Street, New York City. 

In the other window, a grove of 
‘trees stretches from floor to ceiling, 
resplendent in autumn foliage at the 
top. The trunks of the trees serve as 
excellent supports for shoe brackets. 

. * * 

PREPARATORY 

TO RECONSTRUCTION & 

INSTALLATION OF FIXTURES 

SELLING NEXT DOOR 


The above sign appears on the 
entrance door of a vacant store on 
Nassau Street, New York City, and 
refers to the neighboring Downs Shoe 
Store. The store may be vacant but 
the windows are not and they are 





® 


by JOHN F. W. ANDERSON 


just as completely decorated with 
trim and shoes as the windows of the 
regular Downs store. Double win- 
dow selling area at little more than 
the cost of one store’s windows and 
shopper interest in anticipation of the 
new store’s opening. 
* * * 


A Statement of Principles 


The following sign appears in the 
window of the Foot Health Institute. 
39th Street, New York City: 

THERE IS NO SUBSTITUTE 

FOR A GOOD SHOE 
Perfect Fitting 
Comfort and Wear 
Must be Built into 
a Shoe with Selected 
Materials by 
Expert Shoemakers 
THERE IS NO OTHER WAY 


* + 


“Special Size Fitter” 


Ever since their opening, Esser- 
man’s Shoe Store, East St. Louis, 
Illinois, has featured a department 
catering to the difficult-to-fit customer 
with extraordinarily large feet. This 
department has been developed, ac- 
cording to the management, because 
the fact that an appreciably higher 
markup is always possible with over- 
size shoes, and that the store serves a 
huge industrial area with many labor- 
ing men whose feet are considerably 
larger than those in most areas. 

In charge of this department is one 
salesman who has been specially 
trained as a “large size” fitter—spend- 
ing several months with shoe manu- 
facturers in learning the points of 
fitting the unusually long or wide foot. 
and constantly keeping up to date 
with manufacturers’ salesmen on all 
important shoe changes. Enough of 
his time is budgeted off to this train- 
ing to make sure that he is able to 


talk the subject intelligently and con- 
fidently with his customer. 

When a customer with unusually 
large or odd-shaped feet enters the 
Esserman store, it is the duty of who- 
ever contacts him first to introduce 
him by name to the fitter, pointing 
out his specialization. This invariably 
creates a good impression, and one 
which will remain with the customer 
to the point that he will mention the 
special service to his friends. The 
store carries two or three styles in 
sizes above standard, and has arrange- 
ments for quick ordering of unusual 
shapes and styles. Thus, Esserman’s 
has become known as a center for 
large-foot fitting, and enjoys a good 
markup on a considerable percentage 
of regular sales. 

* * * 


Walk Right In! 


We saw a very clever idea in front 
of a shoe store on a New York City 
side street that is worth mentioning. 

A series of metal footprints—from 
each direction— had been imbedded 
into the sidewalk and lead into the 
doorway of the store. Not only that, 
but the name of the store had been 
imprinted on each footprint. 

* * * 


“Mass Displays Still Quality 
Merchandise” 


According to Hershel Lutes, divi- 
sional merchandise manager for Hud- 
son’s, leading Detroit department 
store, “People like to see plenty of 
merchandise and to handle it. We 
believe in mass displays. I have con- 
vinced myself time and again of the 
wisdom of it by seeing our display 
men pack the assortments and increase 
the business. At times a volume dis- 
play even on prestige merchandise 
creates a bargain feeling to the cus- 
tomer.” 
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Promotion Piece 
by 
SHOP TALK JR. 


Exclusive introduction 
on Fifth Avenue 
lifted a Plastic 

into Prominence 

at $16.50 and $18.50. 
But only 

for a day 

because the masses 
are rushing 

the classes 


in style. 


In fact, 

classes and masses 
have much in common. 
Well, 

the Plastic suddenly became 
Miracle Material 

at $3.00— 
“transparent as glass.” 
But the cry of 
“bootlegging” 

was heard 

from the Avenue 
expecting exclusion 
for a time. 

Well, now it’s 


SANS PIPTH AVENUE AT ROCKEFELLER CENTER SAbS FIFTH AVENLE AT ROCHEFELLDR baad 








A Suggestion on P.M.s 


“We read your recent O.P.I. in the 
Boot anp SHoe Recorper in regard 
to ‘getting rid of white elephants,’ ” 
writes an Iowa shoe merchant, “and 
we would like to tell you about a sell- 
ing plan that we have successfully 
worked out in our store. 

“In the first place, getting rid of 
odds and ends profitably and quickly 
is always a season in and season out 
problem. Like many stores, we em- 
ploy extra Saturday help—five extras 
in fact. We found that it was almost 
impossible for the boys to remember 
all the P.M. stock. Of course, they are 
working when sales are greatest and 
this adds to the difficulties. Instead of 
having them try to sell all the P.M. 
shoes at once, twelve pairs of season- 
able P.M.s, representing a fairly good 
range of sizes, are placed on the front 
case. No price tickets are shown on 
the shoes, but all the men are re- 
quired to show the customer one of 
the shoes when showing that size. As 
fast as one pair is sold, another pair 
is put in its place. It’s a cinch to 
clean up from twelve to fifteen pairs 
on a Saturday through this concen- 
tration.” 


Re ee as 








NUWOLE GONRTRALE 


NORTH AVE, NEW ROCHELLE © FULTON AVE. HEMPSTEAD 


\ Heng Sogn! 


THOSE ASTONISHING, 
MARVELOUS NEW 


A 
a 


"a 
/ 
/ 


"CRYSTELLE" SHOES 


black suede, with transparent, stretchable 
Vinylite that LOOKS LIKE GLASS 


6.95 


Aa crystal-clear os the glass thet holds your cocktell 
«0nd the perfect shoe for the cockteil hour and leter! 
The most dramatic shoe news in years... the trent 
parent Vinylite thet makes your feet look os enchanting 
as @ fairy-tale Princess's! Introduced for the very fint 
time at this low price, by Arnold Constable, so you cen 
have them right now! 4 to %, AAA te C. 

Shoe Selon © Street Floor © Also New Rochelle ond Hempsteed 








all over town 

with middle price 
at $6.95 to 

give the universal 
touch to promotion. 
Anyway, 

What progress? Style? 
What once took 

18 months to 2 years 
to travel from 

class to mass 

now leaps 

in a week. 

BUT 

its news of new 
trimming interest 

in shoes, for 

in the all- over 

it’s too much 

and so we 

draw our tale 

to a close 

with the word 
Democracy 

even in style. 





Fata Mia! 


ial 


VINY LUTE 


transparent as glass! 


Combined with 


nowhere else at anything like this price! 
ofven before most exclusive 
Vimplioe! 
@ Smart! You seem to be wear 
slippers. 


19g plas 


Cfeatentte Gp © oo 
foot with « show, lazy strevab. 


@ Durabte! Seeutaaty 























SMALL STORE IN 


MAX HIRSCH 


FOR a store featuring better grade shoes for men, Max 
Hirsch, manager of the two Slater stores in Birming- 
ham, Alabama, thinks emphasis should be placed on 
location, window space and lighting, with comparatively 
small floor space devoted to the store. The Slater store, 
entrance of which is shown herewith, is only twenty-five 
feet square. 

“You don’t want a big, spacious store with lots of 
chairs for an exclusive men’s store,” explained Mr. 
Hirsch. “Men's trade isn’t that type of thing. It’s en- 
tirely different from women’s and family trade. Whether 
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GOOD SPOT 
BEST FOR MEN 


Exclusive Men's Shee Shop Sheuld 
Pat First Emphasis on Location, Win- 
dew Space and Lighting, Birmingham 
Shee Man Believes—Big Steere 


Semetimes an Actual Disadvantage 


it is because they are more considerate or poorer or 
better shoppers than women, men usually march into a 
store, and, without much ado, buy and get up and get 
out while a woman would still be thinking about it. 
Most of our customers simply select their styles from 
our ample and varied window display, give their size 
and buy the first shoe tried—just so it fits. 

“The point of this is that this line-up-and-buy-quick 
way men have of buying their shoes makes it possible 
to sell to them out of a much smaller space, with fewer 
salespeople and fewer chairs. We do a big business 
with fourteen chairs and three salesmen. In the second 
place, this buying way of men makes the big space a 
real disadvantage. It is just human nature to turn into 
a place that looks bright, busy and bustling—especially 
masculine nature. And it would take a tremendous 
business the way men buy to keep a big store looking 
full and busy with only men. You could sell large num- 

[TURN TO PAGE 28, PLEASE } 
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Tus test of design and workmanship is in the performance of 
a product. In shoemaking, Celastic — the quality box toe — 
maintains the toe-lines of the last and thereby protects the 
creative skill and craftsmanship in each Matched Pair. 


THE QUALITY 
BOX TOE 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 











Town Shoes on the Custom Side 


[CONTINUED FROM PAGE 13] 


growth in a more casual style of dress 
among men for business during the 
Summer months. Odd-jacket combina- 
tions, ete., are being seen in greater 
numbers in town with the two-tone 
shoes and other definitely country types. 

For Fall, though, the picture is en- 
tirely different and this applies to shoes 
as well. True the younger men will 
wear the moccasin types and other 
“sporty” shoes, but the bulk of the Fall 
business will be made up of these shoes 
shown here and the heavier types shown 
in the Aug. 3 issue. 

Perhaps a forecast of the trend in 
Fall suitings as reported by a well- 
known Fifth Avenue custom tailor will 
help to give a basic picture of the way 
shoe interest will lie for the coming 
season. 

Most men adhere to the three basic 
colors in suitings, gray, blue and brown. 
Greens, which have been promoted 
somewhat extensively in the past two 


or three years, have had little reaction. 
This season will see little change in this 
picture. 

True, the lighter shades will pre- 
dominate; shades such as the bluish 
gray will be increasingly important. 
The lighter browns and gray will be 
important in the glen plaids and 
hound’s tooth check patterns in unfin- 
ished worsteds and flannels. Cheviots 
and tweeds will be strong favorites in 
the herringbone patterns which trend to 
a somewhat more modified design. 
Stripes are due again in a bolder de- 
sign and also in new cluster patterns 
in harmonizing colors and white. 

“A Man is as Smart as His Shoes,” 
is the slogan for National Men’s Shoe 
Week, and the new shoes are definitely 
smart, presenting a real styleful story 
for retailers to tell their customers. 
Get your “licks” in early for your share 
of what now looks to be one of the 
best Fall selling seasons. 





Visualize Stock by Perpetual Inventory 


[CONTINUED FROM PAGE 15] 


sold, a yellow pin is placed in square 
number one, and this is moved up until 
fifty have been sold. Thus with each 
twenty-five pairs sold, the color of the 
pin is changed. 

Additional squares beside each style 
number provide the other information 
such as pattern name, description, cost, 
etc., as mentioned above. One square 
is devoted to the total number of the 
style entered into stock since the begin- 
ning of the season. As reorders are 
received, this number is erased and the 
fresh total written in. To determine the 
daily number of unsold shoes of any 
style in stock, all Mr. Stendal has to 
do is look at the color and position of 
his pin and subtract the appropriate 
number from the total entered figure. 

Mr. Stendal declared that “the chart 
room is the best idea I have come across 
in years. It does away with the labori- 
ous checking of our old-fashioned card 
index inventory records. It dramatizes 
and illuminates our whole business for 
us. We can see instantly what num- 
bers are moving and ‘play the winners.’ 
We can ‘catch the sleepers’ at once. I 
expect the chart room to save us no less 
than $5,000 this year.” 

An additional feature of Mr. Sten- 
dal’s streamlined perpetual inventory 
system is that, by means of colored pins 
placed before the style numbers, he can 
keep tabls on “spiffs” for slow moving 
styles. Different color pins indicate 
different style spiffs. By counting the 
pins, he can tell the total number of 
styles “on spiff,” and is thus enabled 
to keep that figure in balance with the 
remainder of the stock. 

The new system keeps no track of 
colors and sizes. Once it is determined 


that a “winner” should be reordered, a 
physical check is made with reference 
to these two factors. 

From a visiting shoe salesman Mr. 
Stendal got the idea for another im- 
provement in his business through the 


use of photography for: 


1. His purchasing records—to avoid 
duplication of styles purchased. 

2. An aid to salesmen in selling— 
enlarged pictures of each style are 
pasted on empty boxes at eye level. 
Styles are visualized instantly. New 
salesmen can find stock quickly. 

Boot AND SHOE RECORDER about a 
year ago told the story of a Boston store 
making successful use of photography. 
Because photography has proved so 
valuable in the stores where it has been 
tried, a description of Mr. Stendal’s 
method might prove helpful. 

For purposes of avoiding duplication 
of purchases and for detailed compari- 
son of like styles from different sources: 

Pictures of all styles ordered are 
taken with a special miniature Kodak. 
The size of these pictures is one and 
five-eights by two and one-half inches. 
With lighting equipment always set up, 
it takes only a moment to place the shoe 
before the camera and get the shot. 
Included in the shot of each style is a 
ecard on which pertinent facts are 
printed with a heavy dark pencil: style 
number, make, pattern name, and the 
ways (color and material) in which the 
shoe is bought. This miniature picture 
is pasted or clipped onto the order sheet 
copy and filed away. It is taken out for 
reference in checking orders when they 
come in, or for comparison in ordering 
from other lines. While he is not yet 
doing so, Mr. Stendal plans in the 
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future as each order comes in to trans- 
fer the pictures from the purchase 
orders to inventory file index cards. 

Enlargements 4% by 5 inches, which 
will exactly cover the end of a shoe 
box, are made. These enlargements are 
pasted on “empties” and placed on 
twelfth row (eye level) in stock. Sales- 
men, who must move quickly during 
rush hours, find the pictures helpful as 
it is easier to “see” a shoe style than 
to create a mental image of it from a 
number. Green salesmen are helped 
even more. Being unfamiliar with the 
stock, the numbers mean nothing to 
them, the pictures everything. The 
amount of time saved through the elimi- 
nation of “hunting” is considerable. 

The cost of employing photography 
is not very large, according to Mr. 
Stendal, and it more than pays for 
itself. 


Small Store in Good Spot 
[CONTINUED FROM PAGE 26} 


bers of shoes quickly, like we sell them, 
and then never work up a crowded look 
in a big place, and, also, there are 
hours and hours that men do little 
shopping, when the big place would look 
sad and gloomy. The same, or even 
fewer customers would keep a little 
25 foot square store like ours bustling, 
hustling and cheery.” 

So, Mr. Hirsch maintains, why not 
put that high rent for a big space into 
location, windows and variety of stock. 
“We buy very frequently in small lots,” 
he said, “and sell to a large extent 
direcily out of our windows. I keep the 
windows changed often and never put in 
a style that I haven’t every size on, sav- 
ing time and disappointment and add- 
ing to sales.” 

Although the Slater windows have 
always been noticeably well lighted, 
their wattage was recently doubled. The 
store is on the most traveled block in the 
city and the windows are seen by 
thousands daily. The basic idea of the 
Slater window trims is variety. Inside, 
every inch of wall space on all sides 
except the front are lined with boxes up 
to a few inches of the ceiling. As the 
woodwork and boxes are in light shades 
and there are four are lights in the 
small store interior, the effect is very 
cheerful and alluring to the many 
passersby. 

Although Mr. Hirsch thinks that 
running a men’s store is simpler and 
easier than selling to women, he says 
the women keep the sales staff busy 
and even the annoyances of women’s 
and family trade fill the day with 
variety. He likes to sell to women, but, 
he says, selling to men has its solid 
satisfactions. 

“Doubling the wattage of the light- 
ing in our store windows has materially 
increased our sales,” says Mr. Hirsch. 
“Ample, well-lighted windows are essen- 
tial for a small store, and I consider 
window lighting to be the cheapest ad- 
vertising I have ever used.” 
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Put Men’s Shoes in the News 


[CONTINUED FROM PAGE 17] 


lighter shade, for medium or darker 
toning. Especially favored for so-called 
town shoes. Then there are three sporty 
colors, all meant to be antiqued—Dixie 
tan, shown in both smooth and reversed 
leathers, Mohawk tan, a light Indian 
shade important in sport shoes, in either 
smooth or crushed (rough) leathers, 
and Alamo tan, a tangerine shade that 
is mellowed by antiquing. 

If you don’t care for antiquing (and 
some men don’t, in street shoes) there 
are Yankee brown, which is a real 
“best seller,” and Belmont brown, defi- 
nitely-too dark to be antiqued, and very 
smart in plain, simple style shoes. Then 
there’s Cortez, a shade that’s good 
either way, and New Vintage, a sporty 
maroon or red plum color. The last 
mentioned goes plain in sport shoes and 
antiqued for town wear. Of course, 
every man will have black shoes also 
—we always do. But why don’t you 
see these Fall colors for yourself? And 
take a look at the new styles at the 
same time. This is National Men’s 
Shoe Week, a yearly affair among wide- 
awake stores, and they are keeping 
epen house at a number of good stores 
here in town. If you’re at all inter- 
ested in being well dressed, you will 
find it all very helpful. 


* * * 


Brogues Big fer Fall in 
Men’s Shoes 


In styling, as well as numerically, 
the brogue with heavy design and 
heavy soles, yet amazingly flexible and 
comfortable, is high up in the hit parade 
of Fall shoes for men. Style watchers 
tell us this is right in line with the 
semi-sports trend in men’s dress for 
business. At the same time, they tell 
us, there’s a very definite dress-up 
trend. In other words, we men are 
paying more and more attention to our 
dress. We like to enjoy easy informal- 
ity in our clothes when we can, but 
we dress up when we should. So we 
have the big brogue popularity, even 
to a “dress brogue” and also the defi- 
nitely dressy styles, both correct for 
street and business wear. 

But that isn’t all you will discover 
when you visit your shoe store this 
week, which you may already know, is 
National Men’s Shoe Week—an annual 
event in which several of our local 
stores are participating. 

There’s a lot of interesting things 
in colors—some to be used “as is” and 
others definitely made to antique. 
There’s the new soft, and flexible con- 
struction. There are broader toes and 
heavier soles and bolder detailing, 
which means the shoes look heavy. And 
the already mentioned lighter soles 
and treatments of the dress-up shoes. 
The college men like the new seamless 
top shoe with fringed tongue. But we 
haven’t space to tell the whole style 


story. Besides, you will probably be 
heading for your favorite store soon, 
anyway, pausing to see what the others 
are showing in their windows as you 
pass. 


Trade Bureau Sponsors 


Fall Opening 


SPOKANE, WASH.—The Retail Trade 
Bureau of Spokane is sponsoring a 
Fall opening on September 12 through 
which the retail merchants of the city 
will have an opportunity to feature 
Fall styles in an elaborate evening 
showing. 

The showing will be preceded by 
special style editions by the two news- 
papers of the city, and a special street 
program of some nature will be ar- 
ranged to draw the people downtown 
before the hour when the style windows 
will be unveiled. 

A committee for the Retail Trade 
Bureau planning the event includes the 
following prominent merchants: D. Roy 
Johnson, manager of the J. C. Penney 
Company; Merle Emry, of Emry’s 
men’s shop; Bert Lacy, of the Cowles 
Publishing Company; R. A. Paterson, 
vice-president of the Crescent Depart- 
ment Store; Phil Alexander, president 
of Alexander’s exclusive women’s spe- 
cialty shop; and Charles Kemp, vice- 
president of the Palace Department 
Store. 


Carmo Leases Store 


St. Louis, Mo.— The Carmo Shoe 
Company has leased a store at 1525 
Washington Avenue. After altera- 
tions are completed, it is to be their 
St. Louis office and sales headquarters. 
J. I. Kaplan is general manager. The 
Carmo factory, now at Carthage, Mis- 
souri, will be moved to Union, Missouri, 
in October. 


Discuss Fall Opening 


PHILADELPHIA, Pa.—A special meet- 
ing of the Philadelphia Shoe Mer- 
chants Guild was held at the Hotel 
Adelphia in this city on August 20th 
for the purpose of discussing plans for 
the announcement and promotion of a 
simultaneous opening of Fall shoes and 
fashions, combined with a statement of 
Guild membership and objectives. 

After a comprehensive review of the 
report of the Publicity Committee, in 
which was embodied several methods of 
procedure, that committee was given 
power to proceed with a suitable pro- 
gram, the first public appearance of 
which will be on September 8th. 

The meeting was followed by the 
usual luncheon. 














Statistics show that 7 out of 10 
adults have some form of foot 
trouble. These prospects for a 
good strong orthopedic shoe are 
everywhere ... in small towns 
and large cities alike. 


There is an increasing demand 
for Health Spot Shoes, because 
more and more people are learn- 
ing about them through friends 
who are getting good results. 


Men who are tired of price and 
style selling, and the headaches 
that go with it, are learning 
how to make a good profit on 
their investment in an exclusive 
Health Spot Shoe Shop. 


There is money to be made con- 
centrating on one complete line 
of good orthopedic shoes, be- 
cause you are offering shoe 
wearers something they NEED. 


Style and price have so domi- 
nated the retail shoe business 
that the opportunity to make 
money with a high-grade ortho- 
pedic line has been overlooked. 


You can sell out your present 
business and buy a Health Spot 
Shoe Shop that will give you 
one of the largest returns on 
capital invested in the retail 
shoe business. 


FREE TRAINING SCHOOL 


Through our weekly training 
school we prepare men for a 
happy, profitable experience sell- 
ing Health Spot Shoes. Plan to 
attend and be convinced that 
this is the opportunity you have 
been waiting for. Write for de- 
tails today! 


MUSEBECK SHOE COMPANY 
DANVILLE ILLINOIS 











Mr. SMITH 
SITS DOWN 
To READ... 


Mr. Smith owns a prosperous retail shoe business. 





IS son, recently graduated from college, is now associated with him, and 
five salesmen help father and son fit and sell about 20,000 pairs of shoes 
a year. 


Mr. Smith’s Recorder arrives at his store on Monday morning, and Mon- 
day evening after dinner the family know that he is not to be disturbed, 
because that is his “Recorder Hour.” 


During the balance of the week the Recorder “goes the rounds” from son 
to salesmen. 


Mr. Smith and his son and salesmen are enthusiastic about the Recorder 
because the minute they open it up it at once assumes the part of a friend, 
an advisor, a real personality. 


Its voice, made up of multiple voices of people who are expert in their 
line, comes to them in intimate fashion, expressing in the language of their 
trade the things that they ought to know and want to know. 


And so Mr. Smith and his son and their salesmen study the Recorder each 
week and benefit greatly thereby. 


They read the editorials, the feature articles, the style spreads and the 
news, and they carefully scan the advertising pages looking for old friends 
and willing to make new friends. 


For the Smiths are up-to-date merchants and know that as the world 
changes so must they change with it. 


The Smiths are typical of thousands 
of Recorder shoe families in 2.800 
cities and towns throughout this 

grand old U.S. A. 
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Saturday, AUGUST 31, 1940 National News 





Plans Being Completed 
For Boston Shoe Fair 


Boston, Mass.—Final plans for the 
conduct of the next Boston Shoe Fair, 
on December 2, 3, 4 and 5, 1940 are 
being considered by the members of the 


To Launch Wage-Hour Enforcement Drive 





Administrator Fleming Announces Plan to Assign More Than 
Fifty Inspectors to New England and New York Early 
Next Month for Check-Up on Compliance 


WASHINGTON, D. C.—Inspection of 
the nearly 1300 establishments in the 
boot and shoe manufacturing industry 
in a concerted nation-wide five-industry 
drive for enforcement of the 35c. an 
hour minimum wage order under the 
Fair Labor Standards Act was to be 
under way early in September, ac- 
cording to announcement by Colonel 
Philip B. Fleming, Administrator of 
the Wage and Hour Division. 

Other industries included in the in- 
spection program are furniture, leath- 
er goods and luggage, hosiery and 
woolen goods. More than 250 inspectors 
will be assigned, sufficient to permit 
the inspection of every one of the 
5610 establishments in these indus- 
tries by October 1. More than 50 will 
devote their attention exclusively to 
the boot and shoe industry. 

The inspections among the boot and 
shoe establishment will center in 
New England and in New York State, 
where more than half the industry is 
located, although a relatively large 
number is to be found in the vicinity 
of St. Louis, in Illinois, Indiana and 
Wisconsin. Only one Wage and Hour 
region, that composed of the Carolinas, 
is listed by the division as having no 
boot and shoe establishments. 

A breakdown by regions showing the 
number of establishments that will re- 
ceive the particular attention of Wage 
and Hour inspectors in the campaign 
in the boot and shoe industry follows: 

Region 1, Maine, Vermont, New 
Hampshire, Massachusetts, Rhode Is- 
land, Boston headquarters, 466 firms. 

Region 2, New York and Connecticut, 
New York City headquarters, 371 
establishments. 





Dates to Remember 


Monthly Shoe Fair, Michigan Shoe 
Travelers Association, Hotel Stat- 
Jer, Detroit, Mich.....September 9, 1940 


National Men’s Shoe Week 
September 14-21, 1940 


Official Opening of American Leathers 
and Style Conference for Spring, 
1941, Waldorf-Astoria Hotel, New 
a September 16, 17, 1940 


Boston Shoe Fair, New England Shoe 

and Leather Association, Hotel Stat- 

ler and Parker House, Boston, Mass. 
December 2, 3, 4, 5, 1940 


Annual Convention, National Shoe 
Travelers’ Association, Morrison 
Hotel, Chicago, Illinois 
January 4, 5, 1941 


National Shoe Fair, Hotel Stevens, 
Chicago, Ill.....January 6, 7, 8, 9, 1941 


Michigan Annual Shoe Fair, Michigan 
Retail Shoe Dealers Association, 
Hotel Statler, Detroit, Mich. 

January 12, 13, 14, 1941 


Charlotte Shoe Show, Hotel Char- 
lotte and Hotel Selwyn, Charlotte, 
DR aanes tad January 12, 13, 14, 1941 


Joint Annual Convention Southwest- 
ern Shoe Travelers Association and 
Texas - Oklahoma Shoe Retailers, 
Hotel Adolphus, Dallas, Texas. 

January 12, 13, 14, 15, 1941 





Region 3, Pennsylvania, Philadelphia 
headquarters, 96 establishments. 
Region 4, New Jersey and Delaware, 
Newark headquarters, 22 firms. 
Region 5, Maryland, Viriginia and 
[TURN TO PAGE 33, PLEASE] 


committee in charge of this Fair, which 
is sponsored by the New England Shoe 
and Leather Association. This is the 
first time that this association is con- 
ducting a showing of Spring styles 
and every member of the committee, 
therefore, is determined that nothing 
be left undone which might assure a 
successful show. 

Five hundred men’s and women’s 
shoe manufacturers, slipper manufac- 
turers and members of the allied trades 
are expected to exhibit their lines at 
this Boston Shoe Fair, in the opinion 
of Louis H. Salvage, Chairman of the 
Boston Shoe Fair Committee and 
prominent New Hampshire shoe man- 
ufacturer. Already over 300 definite 
reservations have been received by the 
committee for display rooms in the 
two official hotels, the Hotel Statler 
and Parker House, Boston. The mem- 
bers of this Boston Shoe Fair Com- 
mittees are: 

Chairman Ex-Officio: George A. 
Dempsey, Farmington Shoe Mfg. Co., 
Dover, N. H. Chairman: Louis H. 
Salvage, Louis H. Salvage Shoe Co., 
Manchester, N. H. Vice Chairman: 
Charles T. Cahill, United Machinery 
Corp., Boston, Mass. Secretary-Man- 
ager: Maxwell Field, New England 
Shoe & Leather Ass’n.,_ Boston; 
Robert Adams, Charles Cushman Com- 
pany, Auburn, Maine; J. Edson An- 
drews, Gale Shoe Mfg. Co., No. Adams, 
Mass.; S. D. Ansin. Ansin Shoe Mfg. 
Company, Athol, Mass.; A. F. Ban- 
croft, Bancroft Walker Company, Wal- 
tham, Mass.; George Barkin, A. R. 
Hyde & Sons Co., Cambridge, Mass.; 

[TURN TO PAGE 33, PLEASE] 
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Mistaken Identity 


In a recent issue, Boor AND SHOE 
Recorper reported the death of Max 
Blum, head of a department store in 
San Jose, California. The retail shoe 
firm of L. Bloom Sons Co., Inc., also 
of San Jose, received several letters 
expressing regret, and written in the 
mistaken belief that it was Max Bloom, 
of that organization, who had passed 
away. Mr. Bloom has asked the Re- 
CORDER to explain that the erroneous 
impression was the result of confusion 
arising from the similarity of names. 


New Line of Children’s Shoes 


St. Louis, Mo.— Spalsbury, Steis, 
Deevers Shoe Company is introducing 
to the trade their new line of children’s, 
misses’ and growing girls’ welts under 
the trade name of “PEP-ER-UP.” 
These shoes are to be carried in-stock. 
These smaller size runs in addition to 
their women’s College Hill Sports, have 
stepped up the total production to well 
above 4000 pairs daily. M. A. Steis 
states that the children’s shoes already 
have met with a splendid reception. 


Leather Show Notes 


New York—tThe Crestbrand Leather 
Company of Boston, and Fleming Joffe, 
Limited, of New York, have taken space 
at the Official Opening of American 
Leathers, Waldorf-Astoria, New York, 
on Sept. 16-17. The total number of 
exhibitors is now 61. 

Restrictions will be continued at the 
Waldorf during the Leather Show 
whereby no exhibits will be permitted 
in upstairs rooms. Members of the 
allied trades who have been using the 
facilities provided by the Allied Shoe 
Products Show at the Belmont-Plaza 
have found this method of displaying 
their producis to be effective and con- 
venient to their customers. 

The Exhibit Committee is arranging 
to have a number of booths lighted with 
fluorescent lamps in order to determine 
whether this type of lighting might be 
used more generally. It is claimed that 
better color rendition, less glare and 
heat, will be the result. 

The usual restrictions on attendance 
will be’in effect. For the first day and a 
half of the Show, attendance will be 
limited to shoe retailers, wholesalers, 
and manufacturers, and other direct 
customers of tanners. At noon of the 
second day, members of the allied trades 
will be admitted. 


What’s New 





Style and Comfort 
In New Rubber Heels 

St. Louis, Mo.—The Cupples Com- 
pany, which has manufactured various 


types of rubber heels since 1925, re- 
cently introduced to the trade their new 





“Presto-Grip” heel. Clyde Winkler, 
general manager of the heel division, 
states that recent trends in shoe man- 
ufacturing have brought into strong 
relief the importance of the cushioning 
principle, with many lines adding shock 
absorbing features into the sole, shank 
and heel seat. 

This new heel offers an extra cush- 
ioning effect in addition.to its special 
non-skid safety feature. 

In advertising this heel'to the trade 
the Cupples Company is stressing the 
eye-appeal of its two-tone color design, 
which is found to dress up the general 
bottom appearance of the shoe. 
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Plans Being Completed 
For Boston Shoe Fair 


[CONTINUED FROM PAGE 31] 


A. W. Berkowitz, Philips Shoe Mfg. 
Co., Haverhill, Mass.; T. J. Callahan, 
W. L. Douglas Shoe Co., Brockton, 
Mass.; Samuel Cantor, Dartmouth 
Shoe Company, Brocton, Mass.; L. M. 
Carroll, Norway Shoe Company, Nor- 
way, Maine; Daniel J. Danahy, H. H. 
Brown Shoe Co., Worcester, Mass.; 
William E. Doyle, Doyle Shoe Com- 
pany, Brockton, Mass.; Arthur L. 
Evans, L. B. Evans’ Son Co., Wake- 
field, Mass.; Robert Goldstein, John E. 
Lucey Shoe Co., Middleboro, Mass.; 
Albert E. Gordon, Dainty Maid 
Shoe Co., Haverhill, Mass.; Louis 
Hartman, Hartman Shoe Mfg. Co., 
Haverhill, Mass.; J. Izenstatt, Jay Shoe 
Mfg. Co., Cambridge, Mass.; C. Henry 
Jacobs, A. Jacobs & Sons Co., Lynn, 
Mass.; Samuel J. Katz, Hubbard 
Shoe Co., Inc., Rochester, N. H.; A. L. 
Kleven, Kleven Shoe Co., Spencer, 
Mass.; Joseph Koss, Koss Shoe Com- 
pany, Auburn, Maine; Paul O. Mac- 
Bride, Milford Shoe Company, Milford, 
Mass.; H. O. Rondeau, H. O. Rondeau 
Shoe Co., Farmington, N. H.; Henry 
B. Rosenthal, Rosenthal & Doucette, 
Inc., Beverly; Frank S. Shapiro, Na- 
tional Shoe Corp., Marlboro, Mass.; 
J. A. Slosberg, Green Shoe Mfg. Co., 
Boston, Mass.; Ben Stone, Stone-Tar- 
low Co., Inc., Brockton, Mass.; James 
E. Wall, Wall-Streeter Shoe Co., North 
Adams, Mass.; Francis B. Masterson, 
President, National Association of 
Shoe Wholesalers. 


To Launch Wage-Hour 


Enforcement Drive 
[CONTINUED FROM PAGE 31] 


West Virginia, Richmond headquarters, 
15 establishments. 

Region 6, North and South Carolina, 
Raleigh headquarters, none. 

Region 7, Georgia and Florida, At- 
lanta headquarters, 7 establishments. 

Region 8, Alabama, Mississippi and 
Louisiana, Birmingham headquarters, 
one establishment. 

Region 9, Kentucky and Tennessee, 
Nashville headquarters, 7 establish- 
ments. 

Region 10, Michigan and Ohio, Cleve- 
land headquarters, 41 establishments. 

Region 11, Wisconsin, Indiana and 
Illinois, Chicago headquarters, 161 es- 
tablishments. 

Region 12, Montana, North and 
South Dakota and Minnesota, Minne- 
apolis headquarters, 7 establishments. 

Region 13, Iowa, Missouri, Nebraska, 
Kansas, Wyoming and Colorado, Kan- 
sas City headquarters, 53 establish- 
ments. 

Region 14, Texas, New Mexico, Ok- 
lahoma and Arkansas, Dallas head- 
quarters, 10 establishments. 

Region 15, Washington, Oregon, 
California, Idaho, Utah, Nevada and 
Arizona, San Francisco headquarters, 
36 establishments. 
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priced for profit to you. 


2100 Aiken Street 


NEW YORK OFFICE 
705 Marbridge Building 
Wisconsin 7-8962 





THE SEASON’S BEST SELLER 


The new 1940 Swan Slipper Catalog is your guide 
to “Quality at Fair Prices.” 
many new patterns and materials, styled as always 
to appeal to your discriminating customers and 


ASK US FOR A COPY. 
Swan SHoe Company, INC. 
Manufacturers 


CHICAGO OFFICE 
209 S. State St. 
Harrison 5050 


This year there are 


Baltimore, Maryland 


LOS ANGELES OFFICE 
Hayward Hotel 
Michigan 5151 








A special inspection procedure 
worked out by Deputy Administrator 
Baird Snyder, which has been tested 
and found adequate, is being used 
during the drive. 

“The success of a drive in the lum- 
ber industry, which began on June 10, 
has convinced us that industry-wide 
compliance, brought about through a 
coordinated program of inspection and 
education carried on simultaneously 
throughout the country, is the best 
technique for cleaning up the rotten 
spots which threaten fair employers 
with cut-throat competition,” Colonel 
Fleming said. 

“During the lumber drive, about 
2500 establishments have been _in- 
spected. Many reputable firms were in 


complete compliance but taking a beat- 
ing from their competitors who freely 
trafficked in lumber produced by 
workers paid far below the minimum. 

“In the one criminal case, fines 
totaling $10,000 were levied and the 
court ordered payment of $35,000 in 
restitution. In this case almost every 
extreme form of violation of the law 
was found, including child labor. 

“About 100 other court actions are 
pending or in preparation in the lum- 
ber drive, but these are civil injunc- 
tion cases in which employers, their 
violations having been called to their 
attention, are consenting to the entry 
of decrees compelling their future com- 
pliance.” 








Le es eT Tee 


Moccasins 


MOC-ABOUTS 


iat: Ss. Pat. Of. 
in Stock for Men & Boys. 


Chee. Retan Up- 
or. Rubber 
eles. Leather 
Laces. Flexible 

Price 


Process. 
$1.15. Terms 5/30. 
NASHUA SLIPPER CO., Lowell, Mass. 
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Custom Built Shoes 
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SHOES FOR SHORTER MEN 


THEM 
OVER ONE INCH TALLER 
THEY Loon Like OTHER SHOES 


TO RETAIL PROFITABLY AT 
$12.50 UP 


Benched by C. T. Cole 
COLE ROOD & HAAN CO. 


CHICAGO ah ILLINOIS 
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Isador Liebreich, Jr. 


Monrog, La.—Isador Liebreich, Jr., 
manager of the shoe department of 
Sig. Haas & Sons men’s wear store 
here, died suddenly following a sudden 
heart attack. He was born in Monroe, 
June 7, 1889, and had been associated 
with Haas firm since 1919.. He was 
well known in the shoe trade, prom- 
inent in civic and fraternal activities 
and enjoyed the regard and. respect 
of-all who knew him. He married Miss 
Rosalind Henninger, of Oklahoma City, 
in 1921, Mrs. Liebreich and a daugh- 
ter, Miss Julia Kern Liebreich, survive 
him. 
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Fall Catalogs Issued 


Brown Shoe Company, St. Louis, 
Mo., has issued three interesting cata- 
logs of in-stock styles for the Fall 
and Winter season. One is devoted to 
the products of the United Men’s 
Division and features Roblee, Jolly 
Stride, Brownbilt shoes for men and 
Buster Browns for boys. Another 
catalog covers the women’s and chil- 
dren’s field, featuring Odette and 
Robin Hood shoes, Brownbilts and 
Buster Browns. A third catalog is de- 
voted exclusively to Air Step shoes for 
women. 

All three catalogs are attractively 
illustrated in colors, printed on heavy 
coated stock and conveniently spiral 
bound for filing and ready reference. 


Distinctive College Styles 


RocHEsTER, N. Y.—Different colleges 
favor distinctive styles—in footwear, 
as in other articles of apparel. 

Instead of merely guessing about the 
matter, McCurdy’s, local department 
store went to the college girls them- 
selves to learn what fashions click with 
the college crowd and what they found 
out guided them in making selections 
for the College Shop for this Fall. 

But this firm went further than 
mere consultation. It engaged fifteen 
of the girls to staff the shop—said to 
be “the cream of the crop from fifteen 
famous halls of learning’—and they 
are on hand in the store to suggest 
“styles that belong” in 159 different 
colleges, with their decisions based on 
experience of seniors. 

Now ready for making practical ap- 
plication of this novelty in merchan- 
dising, the store prints, in _ its 
advertising, the pictures of these 
attractive members of its college board, 
along with some samples of their sug- 
gestions. 

The. advertisement ‘is headed “Mc- 
Curdy’s goes to college.” Here is what 
some of the pretty students say about 
shoes: 

Helen Watson, Sweetbriar, 41, 
“There’s a swing to brown leather 
shoes with low heels and flaps, like 
Girl Scout shoes.” 

Helena Clark, Alabama, °43, “We 
go in for shower caps in the rain, 
Mexican sandals and angora socks.” 

Justine Furman, Rochester, ’42, ““The 
out of town girls wear classic sweaters, 
skirts and saddle oxfords. Jingling 
bracelets are admired, but not in the 
library.” 


To Celebrate Golden 
Anniversary 


Etmma, N. Y.— Moses Rosenfield, 
founder of The Bootery, 155 N. Main 
St., here, celebrated his 50th wedding 
anniversary, recently. Mr. Rosenfield 
had been active in the business until 
about three years ago. He still spends 
some time in the store, however. 








To-day’s Babies Are 
YOUR 
CUSTOMERS 
TOMORROW 


if you feature Mrs. 
Day’s Flexible Walking 
Shoes 


Most famous baby shoes in 
the country — and most 
proutar — are Mrs. Day’s 
deal Baby Shoes. They are 
specified and recommended 
by_ a great many physicians 
—known and respected by 
thousands of parents. When 
babies graduate to juvenile 
departments, it is logical 
that their parents seek a 
familiar and proved brand 
of footwear. 


turnover by bringing to 
them a constant supply of 
mew juvenile prospects to 
replace those lost to adult 
departments. For full par- 
tieulars. 


write to 
MRS. DAY'S 


IDEAL BABY SHOE CO. 
DANVERS, MASS. 


























Shoes Reveal Identity 


RocHeEstTer, N. Y.—Shoes sometimes 
reveal intimate secrets. 

For instance, two young fellows who 
were stopped and questioned by state 
troopers near Batavia, N. Y., denied 
that they were more than tourists— 
touring the hard way—until inspection 
of the linings of their shoes showed 
that their names were written there. 

What interested the troopers was 
the fact that the names were the same 
as two who were reported to have de- 
serted from the navy. They were said 
to have “jumped ship” at Norfolk, Va., 
and were turned over to naval authori- 
ties at Buffalo. 





— + eh Om i 
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Devine Compo 
District Manager 


Boston, Mass.—John Devine, in 
charge of the St. Louis office of Compo 
Shoe Machinery Corp., now has the 
title of Western District Manager, and 
will take over some of the contract 
work done by the late Barney Solar. 
Mr. Devine’s early training as a shoe 
man was with the Bresnahan Shoe 
Company, where the first experiments 
were made in developing the Compo 
shoe as it is known today. 


JOHN DEVINE 


Mr. Devine joined the Compo Cor- 
poration shortly after its founding 
eleven years ago, and has a broad ex- 
perience in sales and service work. For 
the past few years he has been located 
in St. Louis, where he has built up a 
host of friends through his genial per- 
sonality and his splendid cooperation 
with the many Compo licensees in the 
St. Louis district. 


Salem Store Opens 
New Shoe Department 


SALEM, OrE.— Miller’s Department 
Store recently announced the opening 
of its new shoe department as one of 
the most complete and modern shoe 
stores in Salem. Decorations follow 
flowing modern lines, and furniture is 
of chromium. Colors are soft shades 
of beige, Chinese red and maple-leaf 
green. The woodwork is done in dark 
beige mahogany, pencil striped in dark 
brown. 

The new department will feature 
well-known brands of footwear. Large 
stocks will afford a wide range of se- 
lection in both styles and sizes. Special 
attention will be given to the hard foot 
to fit. 

Ralph Pickell, new to Salem, is man- 
ager of the department. 


To Hold “Diamond Jubilee” 


Detroit, Micu.—The R. H. Fyfe 
Company, Detroit’s oldest, and one of 
the leading shoe stores of the country, 





Shoes. 


No. 912— 
84%4/12—A to D-—$1.95 
124%/3—A to D— 2.10 


Less 5%—30 Days 


FREDERICKSBURG 





THE ANSWER TO A 
MOTHER’S PRAYER 


And To Pleas From 
Hundreds Of Merchants 





In All-Over Genuine 


Water Buffalo... 


/ ENUINE Water Buffalo, the rough, tough 
leather that for years kept children’s shoes 
scuff-proof, NOW in an all-over shoe! 
the strongest leathers known, it is mellow and 
soft, and easy on the tenderest child’s foot. 
it’s first again in Play Poise. 
dising Scoop for dealers selling Play Poise. 
See the new Virginia Shoe Catalog for four- 
teen other Play Poise styles in stock, priced to 
sell at a sensible figure, with a profit to you 
. . « Terms: 5%—30 Days . 
find Miss Virginia, Guide-Rite and Powhatan 


VIRGINIA SHOE COMPANY 


Manufacturers 


HEALTH 


One of 


And, 
What a Merchan- 


.. In it you will 


VIRGINIA 














will celebrate its 75th anniversary dur- 
ing the month of September. “Fyfe’s 
Diamond Jubilee” will start on Tues- 
day following Labor Day, September 3. 
Elaborate window displays showing 
historic spots about Detroit and Fyfe’s 
75 years of business, and outside build- 
ing decorations, consisting of large 
marquee signs, pennants and flags, will 
be used, featuring a huge diamond as 
the theme. The decorations will be car- 
ried out in colors, blue, white and gold. 

Highlighting the opening week of 
the affair is a dinner for all employees 
of the company, city guests and noted 
manufacturers, on Thursday, Sept. 5, 
to be held in Fyfe’s banquet hall on the 
fifth floor. Souvenirs will be presented, 


among them a reprint of the Detroit 
News of September, 1865, announcing 
the founding of the Fyfe Company on 
that date, through the company’s first 
advertisement. 


To Represent Ball Band Line 


GREEN Bay, Wis.—George Gruselle 
has resigned as manager of the shoe 
department at Baum’s, a post he has 
held for the last 11 years, to represent 
the Ball Band line in northern Wis- 
consin. Dick De Bauche, assistant shoe 
department manager, has been named 
to Mr. Gruselle’s post. Employees at 
Baum» presented Mr. Gruselle with a 
traveling bag as a farewell gift. 
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Workshoes 
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STEEL TOE 
Steet satety, SAFETY SHOES 
(Patented) and 
POPU PRICED 
WORK SHOES 





Union Made Holliston, Massachusetts} 
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Children's Shoes 
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Dr. C. A. Haines 
Shoes for Children 


IN STOCK 


Flex-A-Proved Cushion 











construction, soft and 

smooth inside, scientif 

leally designed; al! 

leather. Write for Cata 22104 
log. White Elk 


Mfrs. 
Chicago 


SUPERIOR SHOE CO., 


508 S$. Peoria St. 
also carried in stock by 

American Shee Co., 8. Frieburger Bros. & Co.. 

251 W. Jefferson St., 119-121 E. Columbia St., 

Fort Wayne, Indiana 

Jayson Shoe Co. . . . Los Angeles, Cal. 
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Soles and Heels 


OE OF eT 


LITHOX SQUARE CORD 


Non SPREADING Sole, Heel and 
Sheet. Has met the requirements 
far beyond our expectations. 


THe LITHOX corp. 
WAPAKONETA, OHIO, U. 8. A. 




















Protest Sales Tax Application 


Cuicaco, ILL. — Several hundred 
members of the Master Shoe Repair 
and Valet Association of Illinois met 
recently here in protest against the 
application of the state sales tax to 
their shops. Attorney Irving E. Hol- 
lobow, general counsel for the associ- 
ation, states that suit will be filed 
shortly to test the validity of the tax 
as imposed on the members. A bill for 
licensing of shoe repair and valet shops 
is to be presented at the next session 
of the legislature. 


To Repeat ““Check-Up” Days 

St. Louis, Mo. — National Shoe 
“Check-Up” Days which had its start 
last Spring will again be presented for 
the public’s benefit September 9-14. The 
public’s acceptance of this far reaching 
campaign to throw the spot light on 
shoe construction and fit has lent the 
necessary encouragement to the Na- 
tional Leather & Shoe Finders’ Associa- 
tion to increase its scope. The result 
will be an enlargement of the benefits 
through a national advertising cam- 
paign. Quarter page ads will appear 
in the Saturday Evening Post and 
Collier’s inviting everyone to “Bring in 
Your Entire Family’s Shoes for a 
free Check-Up.” Other national ad- 
vertising will be used by tanners and 
rubber manufacturers who will tell 
their customers about Shoe “Check-Up” 
Days. 

The facts brought out by a survey of 
the first Shoe “Check-Up” Days showed 
very plainly that most people are anx- 
ious to learn more about footwear and 
will take the time to find out if given 
an opportunity to do so. 

This valuable educational program 
on shoe construction and shoe fitting 
is free to all who care to receive it. 
A free “Check-Up” on a Shoe Condi- 
tion Report Blank will be presented by 
participating shoe repair shops to the 
owner of every pair of shoes brought 
in during “Check-Up” Days, September 
9-14. Participating shops are identified 
by large red, white and blue banners 
which read. .. . “Bring in Your Entire 
Family’s Shoes for a Free Check-Up.” 
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SCOOP WITH SCOOPS 





$1.40 NET PER PAIR 


M WIDE 


B 3208—Black Suede with Red Pip- 
ing on Vamp 


B 3209—Brown Suede with Luggage 
Piping on Vamp 
8B 3225—Black Suede with Black 


Patent Piping on Vamp 





300 NOVELTY STYLES 
$2.00 and $3.00 RETAILERS 
IN-STOCK 





SALESMEN’S SAMPLES in 
PATENT LEATHER, SUEDES AND CALF 
75¢ per pair in 12 pair lots 


ROGERS BROS. SHOES, INC. 
216 LINCOLN STREET 
BOSTON, MASS. 














Makes Donation to American Red Cross 




































Indianapolis, Ind.—George J. Marott, owner of the Marott Family Shoe Store, 
is shown above (center) presenting a check for $265.31 to the Indianapolis 
chapter of the American Red Cross, to Miss Agnes Cruse, secretary of the chapter, 
while William H. Book, vice-chairman of the local chapter, looks on. The check 

one per cent of the store’s gross sales from July 15 to July 31, in- 


represented 
elusive. The donation was 


any cost to customers of the store, the 


one per cent being borne by Mr. Marott from profits. 
In addition to the donation from the store, Mr. Marott made a personal donation. 
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The following many fold value combination adds up 


Carefully designed patterns — exacting workman- 
ship— proven fitting qualities modern method 


and makes LADY PATRICIA SHOES... 


Over 109 
sizes and widths 


of Preformed Soles used in their construction — 
plus tasteful Styling of LADY PATRICIA’S all go to 


make dainty light weight 
Flexible Shoes, which 
means, consumer accept- 
ance and handsome profits 
to you. 


Priced at $2.05 Regular widths 
and $2.15 for Extra wide widths 
—to retail profitably at 





‘34 





MORSE & ROGERS 


BRANCH INTERNATIONAL SHOE CO., 


INC. 


7 pasTin of ope 
Combination Last hugs the Hee! 


Flexible Insole 





21 HUDSON ST., INEW YORK, N. Y. 





Stores Promote Shoes as Accessories 





Philadelphia Retailers Advertise Footwear as Part of the Gen- 
eral Costume. Black Leading, with Pumps the Basic Type 


PHILADELPHIA, Pa. — Philadelphia 
stores are advertising shoes for Fall 
as part of ready-to-wear ensembles, 
buyers feeling that women are more 
accessory-conscious than ever before. 
Black bids fair to be the most impor- 
tant single color, with brown expected 
te come in for its share of popularity 
later in the’season. Pumps are the 
basic Fall shoe, heels tending to be 
slightly lower, and spectator types 
reported particularly promising. Cas- 
ual shoes came in for a good share of 
early prominence in back-to-college 
promotions. 

I. Miller’s window displays for Aug- 
ust were devoted to the suede pump 
exclusively, under the heading, “Pumps 
in the News,” with “Ingenues” featured 
for the young crowd. Pumps are shown 
in both dressy and tailored types, in- 
cluding one model with woodcarver heel 
in semi-wedge style. The department 
has felt something of an avalanche in 
black suede pumps, with the step-in 
especially important. Suede is being 
stressed because the department feels 
that regardless of fads and novelties 
women are going to show greater in- 
terest than ever in substantial shoes of 
fine quality leather. Even though black 


might be the only color bought, no de- 
crease in sales volume is expected, as 
women are going to need several dif- 
ferent types of shoe to complete their 
Fall wardrobes. 

The shoe department in the Blum 
store is stressing promotions for youth 
for early Fall, campus shoes promising 
to be very active in brown, with some 
reds and beige also important. College 
girls will wear suede, and also suede 
combined with calf and alligator. Phil- 
adelphia remains, as ever, a suede town 
par excellence, this type of leather sell- 
ing from June to January. This store 
reports women increasingly conscious 
of the make and quality of the shoe, the 
wall-last proving an excellent selling 
point in all better lines. 

Dalsimer’s windows present a close 
tie-up of footwear with other articles 
of feminine apparel, under the title, 
“Elegant Simplicity—Keynote of Fall 
Fashions.” Black and brown suede 
share honors with several woodcarver 
models. Combinations, such as brown 
suede with alligator and black suede 
with gray lizard, are expected to be 
very popular, with Conga Brown need- 
ing to be watched as the dark horse 


accessory color. Ornament, though re- 
strained, is more important than ever, 
and dressmaker detail provides a neces- 
sary touch to high fashion shoes this 
Fall. The department notes with in- 
terest the tendency for dress shoes to 
be increasingly influenced by play 
shoes and college girl types in general, 
one indication of this seen in the preva- 
lence of low heels. 

Geuting’s are featuring the casual 
shoe for early Fall, with a great va- 
riety offered for the school crowd in 
pumps of every description. Tailored 
and spectator types are slated to play 
a tremendous role in the new Fall col- 
ors. Wedges are expected to continue 
big, since girls and young women are 
not likely to give up comfort once they 
have found it in a smart shoe. Ac- 
cordingly, wedges will play their part 
in sport shoe promotions here, which 
will include matched tones, with con- 
trast afforded by the difference in ma- 
terials. 

Gimbel Bros. shoe department ran 
several attractive window displays this 
month, with emphasis laid on color har- 
monies. One window was devoted to 
black suede pumps, ranging in price 
from $8.75 to $10.75, shown against a 
tinted Japanese screen. Another win- 
dow was coordinated with an entire 
series devoted to color promotion, en- 
titled, “Five Colors of Wisdom—for 
College Success,” these being forest 
green, wineberry, soldier-blue, copper, 

[TURN TO PAGE 38, PLEASE] 





WHERE 
TO 
BUY 


se enell eaili 


Bowling Shoes 


rr 


PROFESSIONAL 
BOWLING SHOES 
Men's Men's 

Bal Oxford 
$2.75 $2.70 
Combination Sole 

Right Foot 

Rubber Sole 

Rubber Heel 

Left Foot 
Buckskin Sole 


240 Rubber Heel 
BROOKS SHOE MFG. CO. 
Swanton & Ritner Sts., Philadelphia 
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Moccasins 


SF SE ORRIN RESIS E AML INRSTE MET HIN 
TRAIL MAKER MOCCASINS 
for MEN, WOMEN and CHILDREN 
Best known 
line in Amer- 
ica. Carried 
from Coast to 
Coast by lead- 
ing merchants. 
& 
18 STYLES 
IN-STOCK 


AU popular colors 
and combinations 


FOR CATALOG 
SACO-MOC SHOE CORP."*sT}4#° 








Mrs. Amalie Goetz 


Detrorr, Micw.—Mrs. Amalie Goetz, 
mother of Adolph M. Goetz, general 
manager and president of Russeks, Inc., 
died suddenly at the home of her 
daughter, Mrs. Rose Wartens, recently. 
Mrs. Goetz was born in Germany 84 
years ago and came to Detroit last year. 
She took an active interest in charitable 
projects here. 

Besides her son and daughter in De- 
troit, Mrs. Goetz leaves a son, Richard 
N. Goetz, of Amsterdam, The Nether- 
lands. Interment was in Woodmere 
Cemetery. 


Stores Promote Shoes 
As Accessories 
[CONTINUED FROM PAGE 37] 


and chocolate. Footwear shown to har- 
monize appeared in black, brown, and 
wine. In the department’s center aisle, 
the new “Glastique” shoe was promi- 
nently displayed, priced at $12.75, 
shown in black, brown, and wine 
against a background of russet Autumn 
leaves. 
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Puerto Rican Shoe Imports Up 


WASHINGTON, D. C.— Puerto Rico 
bought more U. S. made leather shoes 
than ever before in history during the 
fiscal year just ended, purchasing 3,- 
140,000 pairs, or 16 per cent more than 
in the preceding year, according to a 
statement by the Puerto Rican Trade 
Council, based on U. S. Department of 
Commerce figures. The previous high 
record was set in 1937, when sales 
reached 2,960,000 pairs. 

The island remained the largest sin- 
gle market for leather shoes shipped 
from the mainland United States, the 
Council said. Sales of men’s and boys’ 
shoes amounted to 1,393,000 pairs and 
were 23 per cent greater than in the 
year before, while shipments of 
women’s and misses’ shoes were 4 per 
cent higher, totaling 1,073,000 pairs. 

The territory’s total purchases from 
U. S. business concerns also set a new 
high record during the year, being val- 
ued at $100,500,000, or 33 per cent 
higher than in the preceding year, the 
Council reported. The greater buying 
power was attributed mainly to heavy 
Federal expenditures for relief and 
national defense and to temporarily 
increased employment in the sugar in- 
dustry, resulting from the four-month 
suspension of sugar quotas last fall. 


Subley Shoe Co. 
Changes Name 


SoutH BENp, IND.—The Subley Shoe 
Co., a Massachusetts corporation oper- 
ating retail shoe stores in Indiana, has 


“ankk ] y : : ~ 
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HARRISO 


SHOE COMPANY 








changed its business name to the Stan- 
ley Shoe Stores, Inc. 





Rustic Note in Early Fall Window 


y ig ag S. C.—This attractive early Fall window was used recently by The 
ug. W. Smith Company here. The rustic platforms were made of knotty pine, 
a The background was forest green, and the gravel of various 


J. E. Buchanan, display 


manager, designed the window. 
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Color Fall Windows 


with Decorative 
Display Cards 
and Price Tickets . > * 


SLNWHOUAW 


“I" — Orange and 


brown design — white 
board—price in black. 
PRICE TICKETS 

Attractively hand let- 
tered in popular price 
denominations, or 
blanks. Several de- 
signs in stock. Sam- 
ples available on re- 
quest. 


6 Doz.—$1.10. 12 Doz. 
—$2.00 


With Store Name 
Imprinted 

100 tickets—$3.00 

200 tickets—$5.00 
Check with order please, un- 

less C.0.D. preferred. 

DISPLAY CARDS 
Each month, 14 infor- 
mative and forceful 





“Cash $n” on the Military Ted 
with Justin’s AERO 
SHOE 





Aero 
(illustrated) 
No. 686—Tan Calf 
No. 687—Black Calf 
$6.85 
The Aero Oxford 


No. 682—Tan Calf 
No. 681—Biack Caif 
$6.00 





Lined throughout with Smooth Domestic Calf 
«Not Kid or Twill) 5% 30 Days 


You can sell many pairs of these streamlined Aero 
Shoes this Fall, because the Aero is a new trend in 
step with the times—a shoe fast gaining in popularity. 
Designed by and for aviators, this shoe is fully lined 
with smooth domestic calf, assuring longer wear, more 











comfort and better shape. The Aero Shoe is extra 








selling message; 
(ez 


smart and military in appearance, and has gained great 





on appropriately 
designed cards. 

Detailed Information on Month- 
ly Service at Your Request. 
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popularity for street, sport and campus wear. Stock 
the fast-selling Justin Aero Shoe for real profits this 
Fall. Order now. Oxfords—$6.00. High tops—$6.85. 
5% 30 days. 


H. J. JUSTIN & SONS-Box 548-FORT WORTH, TEXAS 











209 SOUTH STATE STREET © CHICAGO, ILLINOIS | | queen, 








Gilbert Holds Annual Picnic 


THIENSVILLE, W1s.—Employees of the 
Gilbert Shoe Company held their an- 
nual picnic recently at West Bend 
Park, about twenty-five miles from the 
factory. The program for the day in- 
cluded various games in the morning, 
such as a tug-of-war, an egg-throwing 
contest, 100-yard dash for men, 50-yard 
dash for women, balloon blowing con- 
test for both men and women, and vari- 
ous games for the children. 

Dinner was served from 12 to 1.30, 
and was followed by a ball game be- 
tween the executives and foremen 
against a team picked from the fac- 
tory. The factory won by a score of 
16 to 6. At 4.30 a lunch was served. 

The picnic was attended by approxi- 
mately 750 people, and was considered 
a great success. 


Ineichen Elected to Board 


St. Louis, Mo.—J. K. Vardaman, 
Jr., president of Collins-Morris Shoe 
Company, St. Louis, announced last 
week that George Ineichen, Sales Man- 
ager had been elected to the Board of 


Mr. Vardaman, at the same time, 
announced that Paul de Coster was 
made the company’s assistant secre- 
tary. 


Directors. This action took place fol- 
lowing the resignation of former vice- 
president and director, Edward W. 
Morris. 





Oregon Shoe Men Hold Joint Outing 


Oregon Shoe Retailers and the Oregon Shoe Travelers held a joint mid-Summer 
outing recently, at the home of the veteran shoe retailer, Will A. Knight, of Port- 
land, Oregon. Above is a photo of the group attending. 











Of SHOES 
For WAR REFUGEES .. . 


eB OIN the campaign to collect Barrels of Shoes for War Refugees through the 
shoe stores of America. Next to food, shoes are most necessitous with Winter 
coming soon and millions of men, women and children in dire need. 

Here’s what you can do to help: — 


Instructions 


1. Make your store a collecting depot. 
2. Put a barrel in the store and a card in the window. Publicize 
freely. 


3. Sort shoes so final shipment contains only serviceable, practi- 
cal footwear for children, women and men—rubbers also are 
needed. 

4. Tie up in pairs, wrap in paper or newspapers, pack in the 
barrel securely. 

5. Cooper up head of barrel and strap it up securely for ocean 
shipment. 

6. Send barrel—IMPORTANT—freight prepaid by you to: 

7. Address: British War Relief Society, Inc. 


Freight Entrance 

12 East 58th Street 

New York City 

8. Barrels will be shipped immediately through affiliated distribu- 
tion centers to war refugees abroad. 

Barrels of Shoes for War Refugees is a free and voluntary service 
through shoe stores in America, and each participant is expected 
to pay freight to New York. There are no funds for any ex- 
penses. Committee: BARRELS OF SHOES FOR WAR REFU- 
GEES, Everit B. Terhune, Chairman, 5th Floor, 100 East 42nd 
Street, New York City. 


Send BARRELS OF SHOES FOR WAR REFUGEES 
TO BRITISH WAR RELIEF SOCIETY, INC. 
FREIGHT ENTRANCE, 12 EAST 58TH STREET, NEW YORK CITY 
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Vinylite Products Shown 
At Party 


New YorkK—Shoes, handbags, belts 
—all of Vinylite—were the main ob- 
jects of interest at a recent cocktail 
party given by the Publicity Depart- 
ment of J. M. Mathes, Inc., at the Wal- 
dorf-Astoria. Shoes by LaValle, Sey- 
mour Troy, Strassburger and one by 
Lauer; handbags by Mestron La Rue 
and evening bags by Gold Seal; wo- 
men’s belts by Hickok; and men’s belts 
and suspenders by Hickok, Pioneer, 
Buchman and A. Stein—these were the 
main objects of display. Additional— 
and earlier—uses of Vinylite were also 
shown, including the “gums” for ar- 
tificial teeth, linings for beer cans, etc., 
illustrating the versatility of this ma- 
terial. 

Mr. Gerton, shoe buyer for Saks- 
Fifth Avenue, spoke briefly of the suc- 
cess of Vinylite since its introduction 
to the public. 





“To you it’s a red light—to me it’s the 
exact shade of my new evening slippers.” 
—Motor Age 


We give consumer support vic 
Mademoiselle to the important 
young woman's market in a youth- 
ful world. She captures the eye-in- 
terest of America with her ankle 
beauty in Miss Pirate shoes. 


If you've never tested the Miss 
Pirate market, now's your golden 
opportunity. Send for trial order of 
featured merchandise. Catalogs of 
In Stock shoes on request. 











WOODLEIGH 

No. 90 Black 

No. 9! Brown 
Price $5.00 














Resigns from Collins & Morris 


St. Louis, Mo.—Edward Morris of 
Collins & Morris Shoe Company re- 
cently resigned as vice-president and 
director of that company. Mr. Morris 
has not announced his plans for the 
future. 


Celebrates Fifty Years 
Of Retail Selling 


PITTSBURGH, Pa.—Henry Gensler, 
manager of the Bishop Shoe Store in 
Mount Oliver, celebrated his 50th year 
of continuous retail selling, recently. 
He started his first job Aug. 24, 1890. 











“If every salesman on the floor would read 


his Recorder each week, we would have more 
satisfied customers and less shoes returned. 
For the Recorder is the only shoe publication 


that does a real job at Point-of-Sale.” 
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We Have An Unusual for Salesmen 
that are producers, for our factory line of Boys’, 
Misses’ and Growing Girls’ Welts and McKays that 
retail from $2.00 to $3.00. All styles «arried in 
stock. Territories—W isconsin—Minnesota, North 
and South Dakota—Nebraska—Kansas, Missouri — 
Oklahoma, Arkansas—Texas—North and South , 
lina—F lorida—Geor, No cash advances. 
— payable weekly. Give complete Setaile ti in 
etter. 


Address Bae care goer 4. ones pegoqses 
100 East 42nd Street York, N. 











E-XPERIENCED men to handle large diversi- 
fied line of athletic footwear, riding boots, 
ice skate outfits, and all types of shoes, all 
shoes in stock. Excellent ty for plug: 
ers to build real erritory open in 
ew Jersey, upper — York State, Pennsyl- 
vania, Illinois, entire southern and western 
states , straight commission only to start. 
Arnoff Shoe Company, 101 Duane St., N.Y.C. 





IVE SIDELINE SALESMAN WANTEL 

for selling new, patented, line of slippers 
($2.00 retail). Only five samples. Address 
£870, care Boot & Shoe Mk 100 East 
42nd Street, New York, » A 





SALESMEN for soft sole slipper manufac- 
turer; State experience a references. 
Salary and Commission. Address $867, care 
Boot & Shoe oe 100 East 42nd Street, 
New York, 





ALESMEN wanted: Territory open for side 
line Moleskin Foot Relief with exclusive 
medicated feature and strong sales appeal. On 
market 10 years and proven steady selling 
counter item in shoe and dept. stores. Big 


25 cent value. Sure repeater. Dealers estab- 


lished. Generous commission on new and repeat 
sales. Address Kinox Co., Rutland, Vermont, 
for sample. 








BUSINESS OPPORTUNITY 


PROFIT and opportunity unlimited on my 
unique method preserving baby shoes into 
Book Ends and antel oa Instructions 
very reasonable. Write—M. E. Watson, Belle 
fontaine, Ohio. 








HELP WANTED 


YOUNG man, 25 to 35, with knowledge of 
shoe manufacturing, shoe designing, pattern 
making, retail shoe iness, statistical work. 
To train as an executive in a large national 
organization operating a chain of retail shoe 
stores. Headquarters in Chicago. Write full 
particulars, giving experience, education, na- 
tionality, references. ddress £871, care Boot 

s R 100 East 42nd Street, New 
York, N. Y. 





WANTED TO PURCHASE 








SHOE — FOR SALE: Main thorough- 
fare, Brooklyn; established nine years; 
Rental $125. Excellent opportunity to make 
good living; Must sell at once; Owner retiring 
from shoe business. Price $800. Address $865, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 


ESTABLISHED corrective shoe store with 
good following. High-grade line. Operat- 
ing record good. [Excellent opportunity for 
man with orthopedic experience who has be- 
tween $4,000 to $6,000 cash. Address $859, 
care Boot & Shoe Recorder, 209 So. State 
Street, Chicago, IIL. 








POSITION WANTED 


R ETAIL ADVERTISING MAN — Efficient 
and imaginative promotion man wants an 
opportunity to show what he can do to move 
more shoes at retail. Has a complete service 
background of shoes and is young enough to 
learn your way, too. Address $853, care Boot 
3 oy sane 100 East 42nd Street, New 
or 


O-GETTER AVAILABLE: ALL-AROUND 

SHOEMAN Thoroughly experienced to 
handle complete price range for entire family—- 
Department, Chain and Familv Store experi- 
ence; Can Buy, Manage, Sell, or assist if 
necessary. Married; Middle 30’s; Good back- 
ground. Salary secondary. Address $868, care 
Boot & Shoe «Recorder, 100 East 42nd Street, 
New York, 











LINE WANTED 


S HOEMAN, Married, Age 28; 8 years’ ex- 
perience in retail field as buyer and manager 
in Ladies’, Children’s and Men's shoes. 
sirous of territory for a good line of Rubber 
Footwear. Best of references. Address $869, 
care Boot Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 














Discontinues Shoe Department 


AMARILLO, TExAS—Milburn Easum, 
who has owned the shoe department 
of Bert Levy, Inc., for the past four 
years, and who has been associated 
with the firm as salesman for 14 years, 
has closed out his department. He has 
been appointed a special representative 
of an insurance company in the Am- 
arillo territory. 

Bert Levy, head of Bert Levy, Inc., 
has announced that the shoe depart- 
ment will be reopened in the Fall sea- 
son. 











BUYERS OF 


MANUPAC FURS Se AiLans 
SURPLUS STOCKS 
We buy for cash surplus or complete shoe stocks. 
Branded or annem Generous prices. 
Write, wire or enone. 
BARSH & CEASAR 
14 8. rere St. Philadelphia, Pa. 
hone Market 91 








WEBUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetsen, Red Cross, Nunn-Bush, Etc. 
IRVIN BR u Bi IN 
“The House of Jobs’ 
898 Reade St., Cor. Chure 
Phone Barclay 7-7887. New Yon City 








SHOE STORES WANTED 
FOR CASH 


retailing men’s, women's shoes from $6.50 
and up having short term leases. 
Write in confidence to 

A. L. BARIS, Pres. 


BARIS SHOE CO., INC. 
79-81 Reade St., New York 
unusual references on request. 








Buyers of Surplus Stocks 


Wo oe ty en & athe Gate ft cm 
from manufacturers, jobbers or 
QUANTITY NO Fone 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 




















Lew Ellis on Trip 


Boston, Mass. — Lew Ellis of the 
Colonial Tanning Company’s Split Divi- 
sion has just completed a visit to the 
New York State territory with Ed 
Perry of Rochester, who has the com- 
plete line of Colonial patent leather 
as well as their Split Division for that 
territory. Mr. Ellis, at the present 
time, is covering the Pennsylvania ter- 
ritory with Robert L. Stiles of Phila- 
delphia, and also Maryland and 
Virginia. 





for “Position and Lines W: 





CLASSIFIED ADVERTISING RATES 


advertisement is 4 cents per word for all undisplayed advertisements. Mini- 


rate anted” 
charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. 
desired twelve words should be added for the address. In all other cases each word of the 


for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
wsust be in our New York office on Friday of the week preceding publication. “02 


Minimum charge, $1.25. 

























BOOT anv SHOE RECORDER, August 31, 1940 








ALL ROOMS AIR-CONDITIONED *302 UP 











Travelers Challenge Shoe 
Club to Golf Match 


New York—The Boot and Shoe Tra- 
velers’ Association of New York has 
issued a challenge to the Shoe Club of 
New York for a golf match to be played 
at the North Hills Golf Club, Douglas- 
ton, L. I., on Thursday, September 19. 

The match, which will be in the 
nature of an annual affair, is for the 
purpose of furthering a more congenial 
fellowship between all shoe men in all 
phases of the industry. 

Harold Callahan, president of the 
Travelers’ association, has donated a 
challenge cup for which the two asso- 
ciations will play. The group first hav- 
ing won the cup three times will retain 
it as a permanent possession. Only 
members of each association will be 
entitled to contend for the cup, but 
outside guests will be free to play, with 
the exception that their scores will not 
be added to the match tally. 

Lunch will be served at 11.30 A.M., 
previous to the golf match. Tickets, 
including both lunch and green fees, 
are $3.50 and may be secured from 
either association or the golf committee. 


Fontius Holds “Dutch 
Auction” 


DENVER, CoL. — The fourth annual 
“Dutch Auction” of the Fontius Shoe 
Store, Denver, has been a greater suc- 
cess than ever before according to 
Harry Fontius, Jr. The “Dutch Auc- 
tion” is a sale designed to clear out 
all old stocks, and it succeeds admirably 
in its purpose. The sale is held in the 
basement salesroom of the store, and 
the items included in the sale are mark- 
ed down fifty cents per day until they 
reach a determined level low, on Satur- 
day. The advantage of the sale is that 
women finding the size and style de- 
sired will buy immediately without 
waiting for the particular pair to reach 
bottom. But, on the last day, with only 
the odds and ends left, there are plenty 
of buyers for the bargains available 
then. 

Business is ahead of last year, Mr. 
Fontius reported in all departments. 
Wedgies for Fall are popular, and the 
newer styles, particularly slippers with 
a snake trim have been exceptionally 
good. Predominant color with the cus- 
tomers is black. 


Bids Received on Million 
Pairs of Army Shoes 


Boston, Mass. — Eighteen manufac- 
turers competed in the bidding on 
1,000,000 pairs of Army service shoes 
at the opening on August 27 at the 
Boston Quartermaster Department. No 
manufacturer bid on the entire lot. 
Only one manufacturer, the Interna- 
tional Shoe Company, bid on as many 
as 300,000. Prices ranged all the way 
from $2.41 per pair to $2.93. 

Low bidders included the E. J. 
Givren Shoe Co., Rockland, Mass.; 
Doyle Shoe Co., Brockton; Charles A. 
Eaton Co., Brockton; Craddock-Terry 
Shoe Corpoartion, Lynchburg, Va.; 
Brown Shoe Co., St. Louis; Hill Bros. 
Company, Hudson, Mass.; International 
Shoe Co., St. Louis; General Shoe Cor- 
poration, Nashville, Tenn.; Joseph M. 
Herman Shoe Co., Boston; Hanover 
Shoe Co., Hanover, Pa., and R. P. Haz- 
zard Co., Augusta, Me. 

The chances are that the price range, 
when awards are announced, will be 
found to be between $2.41 and $2.58, 
which compares with a flat price of 
$2.48 paid by the Army for the last 
lot of service shoes. 


Opens New Detroit Store 


DeTrRoIT, MicH.— David Rosenberg, 
who has been proprietor of shoe stores 
in the northerly section of Detroit for 
the past 15 years, has transferred his 
activities to the new east side section. 
He has opened a high class shoe store 
at 14342 Harper Avenue under the 
name of David’s Quality Shoes. A com- 
plete line of better type shoes for chil- 
dren, men and women is available here. 
The company has been formed as a 
Michigan corporation. Incorporators 
are David Rosenberg, Samuel Tenzer 
and Raymond §S. Shannon. Mr. Rosen- 
berg is very enthusiastic over the sea- 
son’s business in his new location 
which, he says, is constantly increasing. 


Joyce J. Edwards 
Purchasing Agent 


RocHESTER, N. Y.—Daniel M. Joyce 
of this city has been made purchasing 
agent of the shoe factory of J. Edwards 
& Son, Philadelphia, after many years 
devoted to the shoe industry of Roch- 
ester. 

Mr. Joyce, known to salesmen of shoe 
factory supplies from one end of the 
country to the other as “Dan” Joyce, 
was for a number of years purchasing 
agent of C. P. Ford & Co. He is the 
second Ford executive to join the Ed- 
wards organization. 

Mr. Joyce was formerly with E. P. 
Reed & Co., serving in both the pur- 
chasing department and as a salesman 
on the road. He was also with the 
former Menihan Company before going 
to the ‘Ford factory. 
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Low Bidders for CCC Shoes 


Boston, Mass.—Twelve shoe manu- 
facturers were represented in the bid- 
ding for contracts to make 150,000 
pairs of shoes for the Civilian Conser- 
vation Corps, held August 26 at the 
Boston Quartermaster Depot. The 
shoes to be made are what is known 
as “Type E”—black side leather high 
shoes made over the Army Munson 
last, and with corded rubber soles and 
heels. This is the first time since late 
last March that any of these shoes have 
been ordered, and the contract at that 
time, calling for approximately 50,000 
pairs, was awarded at a price per pair 
of $2.44. 

Low bidders at the August 26 open- 
ing were: 

General Shoe Corporation, Nashville, 
Tenn., 75,000 pairs at $2.35; another 
75,000 pairs at $2.45; or 150,000 pairs 
at $2.39. 

Hubbard Shoe Co., Rochester, N. H. 
(with discount of 0.25 per cent, 20 
days), 30,000 pairs at $2.35; another 
30,000 pairs at $2.45; or 60,000 pairs 
at $2.39. 

Allen-Squire Company, Spencer, 
Mass., 10,000 pairs at $2.36 per pair; 
20,000 pairs at $2.44; and 20,000 pairs 
at $2.48. 

Brown Shoe Company, St. Louis, 
50,000 pairs or any part thereof, at 
$2.37 per pair; another 50,000 pairs, 
or any part thereof, at $2.39; a third 
50,000 pair lot, or any part thereof, at 
$2.45; or the entire lot of 150,000 at 
$2.3975 per pair. 

Other bidders, not arranged in order 
of prices, were Hill Bros. Co., of 
Hudon, Mass., 50,000 pairs at $2.50, 
with discount of 0.25 per cent, 20 days; 
Chippewa Falls Shoe Manufacturing 
Co., Chippewa Falls, Wis., 15,000 pairs 
at $2.66; Weyenberg Shoe Manufactur- 
ing Co., Milwaukee, 80,000 pairs at 
$2.53; Belleville Shoe Manufacturing 
Co., Belleville, Ill., 30,000 pairs at 
$2.54; Collingwood Shoe Co., Endicott, 
N. Y., 84,600 pairs at $2.51, with dis- 
count of $.25 per cent, 20 days; Joseph 
M. Herman Shoe Co., Boston, 150,000 
pairs at $2.52, with discount of 0.25 
per cent, 20 days; International Shoe 
Co., St. Louis, 100,000 pairs at $2.41 
and 50,000 pairs at $2.46; and H. H. 
Brown Shoe Co., Worcester, Mass., 
150,000 pairs at $2.56, with discount of 
$.25 per cent, 20 days. 


Webb Buys Store Interest 

ABERDEEN, S. D.—Harold D. Webb 
has purchased control of the Webb- 
Carter Shoe Co., Inc., established re- 
tail shoe store of Aberdeen, S. D. The 
company was formerly owned by D. H. 
Carter and Burton Carter. Mr. Webb 
has been associated with the business 
for the past several years. The store 
was established in 1909 by D. H. Car- 
ter, C. R. Roberrtson and the late L. A. 
Webb. There will be no change in the 
name of the store. 
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Job Study in Shoe Industry 
Describes 205 Occupations 


ALBANY, N. Y.— When you know 
the boot and shoe manufacturing in- 
dustry from “A” to “Z,” then you 
know 159 different production jobs 
from an “amazeiner” in the Upper Cut- 
ting Department, to a “zig-zag seamer” 
in the Upper Fitting Department. An- 
other 46 alternate titles for jobs would 
then bring to a total of over 200 the 
occupations identified with this in- 
dustry. 

A unique compilation of occupational 
data from the essential nine processing 
departments of a boot and shoe factory 
has been brought together by job-anal- 
ysis and research experts of the New 
York State Employment Service. Start- 
ing with the Pattern and Last Repair 
Department, analysts studier each oc- 
cupation from the creation of initial 
paper models, through to the final in- 
spection and packing performed in the 
Cleaning and Packing Department. 
Out of this survey comes a report on 
each single job—each job given its 
common title, alternate titles, and a 
full description of the operation. 

Essentially, this survey is pure per- 
sonnel research. The 93 offices of the 
New York State Employment Service 
constitute a great public personnel 
agency with the primary purpose of 
capably selecting qualified workers for 
jobs. To do its task well and better 
serve the boot and shoe industry this 
occupational information was gathered. 

While it has been in operation since 
1915, the New York State Employ- 
ment Service was given great impetus 
in 1938 when the payment of unem- 
ployment insurance benefits began. 
Each claimant for benefits must also 
register for employment at a local 
office of the State Employment Service. 
Coming “fresh” off one job, the appli- 
cant immediately becomes available for 
suitable employment in another through 
this gigantic public employment agency. 

While the study was made to provide 
a “tool” for the interviewers in the 
various Employment Service offices, the 
need for which is clearly apparent, the 
report has also been made available for 
executives in the industry. It first 
gives a definition of each department 
in the order of processing, then an 
alphabetical list of each of the job-titles 
and details of the duties. 

Harold E. Silberstein, Assistant In- 
dustrial Commissioner, is in charge of 
the Informational Service of the New 
York State Department of Labor which 
conducted this survey. 


Opens Independent Store 


Kokomo, Inp.—Robert A. Eby, for- 
merly with the Merit Shoe Company, 
has opened an independent shoe store 
here at 209 North Main Street, with 
Thurlow Saul as his first assistant. Mr. 
Saul has been in the shoe business here 
for the past fifteen years. 
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BOOTS AND SHOES 


ATHLETIC SHOE CO., THE, Chicago, Il 

BROOKS SHOE MFG. CO., Philadelphia, Pa 

COLE, ROOD & HAAN CO., Chicago, Ill 

ENDICOTT-JOHNSON CORP., Endicott, N. Y 

GOODWILL SHOE CO., Holliston, Mass 

GREEN SHOE MFG. CO., Boston, Mass 

rn i i TR 6 i oe cused edee cesccewsducvecess 38 
JUSTIN, H. J., & SONS, Fort Worth, Texas 

MARSHALL, MEADOWS & STEWART, INC., Auburn, N. Y 

MORSE & ROGERS, New York City 

MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass 

MUSEBECK SHOE COMPANY, Danville, Ill 

Pe I I UNE, BOER. occ cccccccccccveccessccsosccescesesees 


SUPERIOR SHOE CO., Chicago, Il. 

SWAN SHOE COMPANY, INC., Baltimore, Md. ...............-00eeeeeeeceees 
TWEEDIE FOOTWEAR CORP.., Jefferson City, Mo 

VIRGINIA SHOE CO., Fredericksburg, Va 

VITALITY SHOE COMPANY, St. Louis, Mo 


LEATHER AND OTHER MATERIALS 


HUBSCHMAN, E., & SONS, Philadelphia, Pa 
KISTLER LEATHER CO., Boston, Mass. 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


ALFRED VAMOS, New York City Front Cover 


ey Ce ED 5 ibd tin Vache wb dhe daw beh orks ese cbs Kad 23 
LIMA CORD SOLE & HEEL CO., Lima, 0. ............ccccccccccccces 3rd Cover 
LITHOX CORP., THE, Wapakoneta, O 

MEARS, F. W., HEEL CO., Boston, Mass. 

UNITED SHOE MACHINERY CORP. Boston, Mass. 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 

BARSH & CEASAR, Philadelphia, Pa. ................0eccceeccccceeeeeeseees 42 
ee Se ES Gb 05s aces cdncnecvonesaccsocerseceosseescess 43 
IRVIN RUBIN, New York City 

KIRSCH-BLACHER CO., INC., New York City 

TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Boston, Mass 
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Avey Suoes, INc. Everett, Mass. 
Auurep NOVELTY SHok Corp... Springvale, Me. 
AmerICAN Marp SHoE Co. Mundelein, Ill. 
Anstn SHOE Mrs. Co. Athol, Mass. 
Arateric SHOE Co. LaPorte, Indiana 


B. & C. SHoe Co. Manchester, N. H. 
BANNE® SHOE Corp. Dover, N. H. 


Bark < BLOOMFIELD SHOE Mec. Co. 
Seabrook, N. H. 


BATES SHOE Co... Webster, Mass. 
Beacon Hitt SHoe Co. Roxbury, Mass. 


Bexek & FRIEDMAN SHOE Co. INC. 
Brooklyn, N. Y. 


Bevery SHoe Co., INc. Lowell, Mass. 
BickForD SHOE Co... Jamaica Plain, Mass. 
Bon-Ts_t Footwear Corp. . New York, N. Y. 
BouRBEUSE SHOE Co. Union, Missouri 
Boyp-\VELSH INC. St. Louis, Mo. 
Braver Bros. INC. ....... St. Louis, Mo. 
Brown SHOE Co...... . Charleston, Ill. 
Brown SHOE Co... . Mattoon, Ill. 
Brown SHOE Co.. ...Murphysboro, Ill. 
Brown SHOE Co.......... Sullivan, Il. 
Brown SHOE Co...... Caruthersville, Mo. 
Buek & COMPANY... . .. . Philadelphia, Pa. 
BURLINGTON COUNTY SHOE Co. 

Mt. Holly, N. J. 
CARLISLE SHOE Co........ . Carlisle, Pa. 
Carmo SHOE Mrs. Co.. .Carthage, Mo. 
Central Hicu ScHoot NEEDLE TRADES 

New York, N. Y. 
CLAREMONT SANDAL Co.. Claremont, N. H. 
CLarRK SHOE Co..... Auburn, Me. 
Cuiement & BALL SHoeE Mrs. Co. INc. 

Baltimore, Md. 


Cote Company, B. E. . Norway, Me. 


CoLLIns-Morris SHOE Co... . .Owensville, Mo. 
Conwrap SHOE Co........ No. Abington, Mass. 
Corey SHor Corp.... .Stoneham, Mass. 
Coronet SHOE CorRP....... . Haverhill, Mass. 
ets 56 oc cecveee< Dolgeville, N. Y. 


DarRTMOUTH SHOE Co. INc. ...Campello, Mass. 
DEBUTANTE FOOTWEAR Corp. . New York, N. Y. 
Depry SHor Corp...... . .Lowell, Mass. 
DERMAN SHOE Co....... ...Milford, Mass. 


Dickerson SHoe Co., WALKER T. 
Columbus, Ohio 


Auburn, N. Y. 
.Rochester, N. Y. 


Dunn & McCartny, INc.. . 


ELam Suoe Co. Inc., F. S. . 
ELco Suoe Co.... ..... Boston, Mass. 
Eutas Bros. Inc. ...........New York, N. Y. 
ELkin SHoe Co., Newton... . Philadelphia, Pa. 
Empassy Suogs, INc. ...New York, N. Y. 
Emerson Suoe Co., Inc. A. E. 

Worcester, Mass. 
Fatcon SHor Co. Inc. ..... St. Louis, Mo. 
Fateck & LamKay, INc......New York, N. Y. 
Fem & Grass, INc.............. Reading, Pa. 


Fern SHor Co...... .Los Angeles, Calif. 
Fretp & FLint SHOE Co..... . Brockton, Mass. 
Fisher SHor Co........ Hudson, Mass. 


FLorsuem SHoe Co. (Men) . .Chicago, Il. 
FLorsnem SHor Co. (Women)... .Chicago, Ill. 


Foot-Sapis, INC............... St. Louis, Mo. 
Fox Sook Mrc. Corp. ..... New York, N. Y. 
Garpiner SHor Co............ Gardiner, Me. 


GaroraLo Mrc. Corp., E..... Brooklyn, N. Y. 

See as analy ak Cowan, Tenn. 
.....Lawrence, Mass. 
Gramercy Footwear, Inc... . Brooklyn, N. Y. 
GRAND SHoE Co., INc.. Haverhill, Mass. 





HALLOWELL SHOE Co. 
HAMILTON-ScHEU & WALSH SHOE Co. 

St. Louis, Mo 
HARTMAN SHOE MFc. Co. Haverhill, Mass 


Houtz SuHoe Co., HERBERT. 


INTERNATIONAL SHOE CO............ Flora, Ill 
INTERNATIONAL SHOE Co...........Olney, Il 
INTERNATIONAL SHOE Co... . 


Jay SHOE Mpc. Co......... Cambridge, Mass 
JerrRo Bros. 


JOHANSEN Bros. SHOE Co... . . 


Kang, DuNnHAM & Kraus, INc. 


Washington, Mo. 
Haverhill, Mass. 
Kennebunk, Me. 
Philadelphia, Pa. 
Claremont, N. H. 
Derry, N. H. 
.Spencer, Mass. 


KENT SHOE CorpP.. 
KESSLEN SHOE Co.. 
KEYSTONE SLIPPER Co.. 
Kime SHOE CorP..... 
Kiev-Bro SHok Co. 
KLEVEN SHOE Co. 


LABELLE Footwear, INc... ..New York, N. Y. 
LAUER, Max .New York, N. Y. 
Lester SHOE Co., INC........ Chelsea, Mass. 
Lo Presti, INc., C. & A......New York, N. Y. 


Lown SHogs, INC....... 


Lucey SuHoe Co., JoHN E.. 
LYNN IND. IND. SHOEMAKING SCHOOL 


Lynn, Mass. 


M. & G. Footwear Co. INc.. New York, N. Y. 
. .New York, N. Y. 
MANISTEE SHOE Mrc. Co... . . Manistee, Mich. 
7 New York, N. Y. 
MARQUETTE SHOE Co. INc. .. New York, N. Y. 
Rochester, N. H. 
METROPOLITAN SHOEMAKERS, INC. . Chicago, III. 


MACKEY-STARR INC. 
MARINO, JOHN... 
MAyYBuRY SuHokE Co.. 


MIDDLETOWN Footwear, INC. 


Middletown, N. Y. 
Festus, Mo. 
St. Louis, Mo. 
Miius SHoe Co., (O'Fallon St.).St. Louis, Mo. 
MILver & Sons, Inc., I. . Long Island City, N. Y. 
Biddeford, Me. 

.. New York, N. Y. 
New York, N. Y. 
MONARCH SHOE Co...... . Cambridge, Mass. 
Baltimore, Md. 
Millersburg, Pa. 
Marlboro, Mass. 


Mivius SHoe Co... . 
Miviws SHoe Co. (Locust St.) 


MITCHELL SHOE Co. INC. . . 
Mopet Suoe Co. Inc. .... 
Mootste SuHoes, INc.... . 


MuSKIN SHOE Co.... . 
MuSKIN SHOE Co........ 
MvuTUAL SHOE Corp.. 


NATIONAL SHOE CorP. 


NOVELTY SHOE Co.. 

















Hallowell, Me. 


Haverhill, Mass. 


. Mexico, Mo. 


...New York, N. Y. 
.St. Louis, Mo. 


Auburn, Me. 
Middleboro, Mass. 


Marlboro, Mass. 
New Beprorp SHokr Co.. . New Bedford, Mass. 
Haverhill, Mass. 


“WAVERLY Suogs, INc. 


ZUCKERMAN & Fox INc. 





Paciric SHOE Co., INC. San Francisco, Calif. 
Pa.izzio, INc.. New York, N. Y. 
PaLTER-DeLiso, INc.. New York, N. Y. 
PARAMOUNT SHOE Mec. Co. INc. . St. Louis, Mo 
PARAMOUNT SLIPPER Co. INc. Garfield, N. J 
PHOENIX SLIPPER INC.. Union City, N. J 
Pincus & Tostas, INc. New York, N, 
PREMIER SHOE MFG. Co. IN« 

N. 


Brooklyn, y 
PRESTON SHOE Co. Lynn, Mass. 
RApEsScHI, INc., M. New York, N. Y 
Rao FooTWEAR Corp. New York, N. Y. 
REINHART SuHok, INc. New York, N. Y. 
Rex SHoe Mec. Co. New York, N.Y 


Rice-O' New. SHor Co St. Louis, Mo. 
ROBERN SHOE MFc, Corp New York, N. Y. 
ROMANO, Grasso & BENENATI, INC. 
New York, N. Y. 
RONDEAU Suoe Co., H. 0... Farmington, N. H. 
RONDEAU SuHoe Co., H. O. (Burtron Div.) 
Farmington, N. H. 


ROSENTHAL-DoucetrteE, INc. Beverly, Mass. 


St. Louis, Mo. 
Elizabethtown, Pa. 
Philadelphia, Pa. 
Hoboken, N. J. 
Jamaica Plain, Mass. 


SAMUELS SHOE Co. 
Savoy SHoE Co., INc. 
Ssicca, INc.. 
Scacco FOOTWEAR 
SCHOLNICK SHOE Co. 
Se_sy SHOE Co., THe 
SELwywn, INc.. 
SHERMAN FOOTWEAR Corp. 
Srmp_ex SHor Mee. Co.. 
Situ SHoe Co., G. E. 
SMITH SHoE Co., Tue J. P. 
SmitH, MiILter & Hermer INc. 
Salmon Falls, N. H. 
SOMERSWORTH SHOE COMPANY, INC. 
Somersworth, N. H. 
Haverhill, Mass. 
Auburn, N. Y. 
New York, N. Y 


N. Y 
New York, N. Y. 
New York, N. Y. 
N. J 

y 


Portsmouth, Ohio 
New Athens, Il. 
Lynn, Mass. 
Milwaukee, Wis 
Columbus, Ohio 
Chicago, IL. 


STEIN Co., A. H. 
STERLING SHOE Co., INC. 
STRASSBURGER, INc., E. H. 


TAILORCRAFT SHOE Co. INC. 
Troy Inc., Seymour 
Tupper, INC... . 

TupPER PRE-View, INc. 


Hoboken, N. 
New York, N. 


UNIQUE SHogs, INc. Brooklyn, N. Y. 
JNITED STATES SHOE Corp... . Chillicothe, Ohio 
JNITED STATES SHOE Corp. 
NITED STATES SHOE CorP. 
NITY SHOEMAKERS Corp. 
JNIVERSAL SHOE CorpP. 


Cincinnati, Ohio 
Greenfield, Ohio 
Haverhill, Mass. 

Sanford, Me. 


~~ a 


Boston, Mass. 
St. Louis, Mo. 
Lynn, Mass. 
Lynn, Mass. 


VALE SHOE Co. INc. 
VALLEY SHOE Corp. 
VANITY SHOE Co. 

VoGuE SHOE CorpP.. 


Ware SHOE Co. Ware, Mass 
Watson Co., Inc. C. V. Auburn, M« 
New York, N. Y 
WEBSTER SHOE Corp. Webster, Mass. 
WEYAND SHOE Co. Jacksonville, Il! 
WEYENBERG SHOE Mra. Co.. . Milwaukee, Wis 
Wise Suoe Co., INc. Exeter, N. H 
Wo trr-Toser SHoe Co.. St. Louis, Mo 








New York, N. Y. 






















makes the machinery 


that makes the better shoes 












